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LUGGAGE OF DISTINCTION—The Hart- 
mann Luggage Co., Racine, Wis., 
will kick off its fall advertising 
campaign with this page color ad 
in the Oct. 17 Life. The man in the 
ad is a real Sikh, who works as an 
engineer in Brooklyn, 


‘Name’ Brands in 
Luggage Field Is 
Hartmann’s Goal 


RACINE, Wis., Sept. 28—The 
three-month advertising campaign 
that will start next month to pro- 
mote the luggage lines of Hart- 
mann Luggage Co. and Wheary 
Luggage Co., a division of Hart- 
mann, is more than a routine fall 
drive. 

The campaign was formulated 
by a group of former watch com- 
pany executives and salesmen who 
invaded the luggage field only 
nine months ago, and already have 
scored merchandising and sales 
successes with their new products. 

The story began last January 
when Benjamin S. Katz, former 
president of Gruen Watch Co., left 
Gruen and bought the Hartmann 
company. At the same time, or soon 
afterwards, seven Gruen execu- 
tives and five top Gruen salesmen 
followed him. In February, Mr. 
Katz purchased Wheary (AA, Feb. 
14). 

Mr. Katz and his staff felt that 
“name” brands should be just as 
important in the luggage field as in 
other fields such as cars, suits, hats, 

(Continued on Page 81) 


Nathanson Names © 
= New Toni Shop— 
© North Advertising 


Nathan Is Exec. V.P.; 
Dodge Will Head L. A. 
and New York Offices 


CuicaGo, Sept. 
Nathanson, new advertising agent 
for more than $5,000,000 worth of 
Toni Co. advertising, has an- 


agency to produce it. 

His new agency will be called 
North Advertising Inc., will be 
formed effective Dec. 1, and will 
have its headquarters at 430 N. 
Michigan Ave., Chicago. Other of- 
fices will be established at 6 E. 
45th St.. New York, and 9533 
Brighton Way, Beverly Hills, Cal. 

The new name, “North,” signi- 
fies nothing in particular, it was 
said, and was simply picked as a 
“euphonious” agency label. 


® As was suggested four weeks 
ago (AA, Sept. 5), Cyrus H. Nath- 
an, former v.p. of Biow-Beirn- 
Toigo, will have a key position in 
the agency. Mr. Nathan, who 
joined in making 
m™ the current an- 
/ nouncement, will 
, be exec. v.p. 
| Another v.p., 
and a member 
of the agen- 
cy’s management 
committee is 
Bruce Dodge, 
who will be in 
charge of the 
New York and 
Los Angeles of- 
fices. Mr. Dodge, like Mr. Nathan- 
son, will enter the agency from 
Weiss & Geller, where he has been 
director of radio and tv. 
According to Mr. Nathanson the 
agency is planning to handle other 
accounts than Toni, and is adding 
personnel with that in mind. He 
said the agency will be equipped 
with creative, media, research, art 
and radio-tv departments. 


Don Nathanson 


ws So far, the personnel lineup is 
as follows: 

In Chicago: Harold Rosenzweig, 
a partner in Ira Rubel & Co., Chi- 
(Continued on Page 84) 


Needham, Louis Loses Appliance Account 
as Harvester Sells Plant to Whirlpool 


Cuicaco, Sept. 29—Only two 
months after it landed a $1,000,000 
appliance account, Needham, Louis 
& Brorby has lost it—but through 
no fault of its own. 

The account is_ International 
Harvester Co.’s refrigeration divi- 
sion, which goes out of business 
in all but name and “good will” at 
the end of this year. 

Needham, Louis was appointed 
to the account soon after Leo Bur- 
nett Co. resigned it to take over 
advertising for Maytag Co. (AA, 
July 4). Then last Tuesday, Inter- 
national Harvester announced the 
sale of its Evansville, Ind., plant 
and property to the newly-formed 
Whirlpool-Seeger Corp., in which 
Sears, Roebuck and RCA have 


joined with others to develop an 
appliance-electronics full line. 


® In the wake of what a Harvester 

'spokesman called a “hurry-up 
_deal,” no consideration was being 
given to the possibility of assign- 
ing other company products to 
Needham, Louis. “They’re just go- 
ing to lose an account,” the official 
told AA. 

However, John L. McCaffrey, 
Harvester president, disclosed that 
the company has been thinking for 
some time about dropping its nine- 
year-old appliance venture. It has 
been increasingly clear, he said, 
that “either we must devote large 
sums of capital to broadening our 

(Continued on Page 4) 


30—Don Paul) © 


nounced plans for setting up the| ’ 


- THE NATIONAL NEWSPAPER OF MARKETING © 


_ to get a new writing tool for the office 


< . - « me oe 
wee Seng te tone ‘ 
a iM jek | sages ot pe ee ee 
“ ~ Paton 
aa Mtve rd oe 0 ian i 
: 


CROSSBREED—Appearing in The Sat- 
urday Evening Post’s Oct. 8 issue, 
this four-color ad heralds Ameri- 
can Pencil Co.’s fall drive for its 
liquid lead pencil. It has a wooden 
rather than plastic case. Doyle 
Dane Bernbach Inc. is the agency. 


Grey Picks Up 
Calvert Account, 
Drops Schenley 


New York, Sept. 29—Calvert 
Distillers Co. made a sudden agen- 
cy switch this week. 

Effective Jan. 1, Calvert Reserve 
whisky and Calvert’s gin will be 
handled by Grey Advertising in- 
stead of Lennen & Newell, and Car- 
stairs whisky will be moved from 
L&N to Dowd, Redfield & John- 
stone. Lord Calvert whisky will 
continue to be handled by Geyer 
Advertising. 

The move came as a surprise to 
many in the liquor industry be- 
cause Grey has been the agency for 
Schenley Distillers Co.’s Cream of 
Kentucky, Old Stagg, Cascade and 
Wilkens Family whiskies. These 
are being moved to other agencies. 

Cream of Kentucky has already 
been moved to L. H. Hartman Co. 
The other brands, at this writing, 
have not yet been reassigned. 


e As previously reported, Calvert 
held a series of meetings with sev- 
(Continued on Page 84) 


Court Turns Down 


Central Registry 
Asks Publishers to 
Give More Support 


Rye, N.Y., Sept. 29—Harold J. 
Bean, recently elected chairman 
of Central Registry, outlined three 
major problems confronting his 
group in a speech before the 
Magazine Publishers Assn. today. 

These, he said, include finances, 
public relations and the enforce- 
ment of standards of practice re- 
lating to field selling. 

He proposed a small CR-MPA 
committee to study CR finances, 
suggested the establishment of an 
annual CR budget, and he ad- 
vanced the idea that “some eco- 
nomies” could be made in CR op- 
erations. 

Mr. Bean also said, “We feel we 
want MPA sponsorship” on fi- 
nancing, and he said CR will 
henceforth greatly increase the 
flow of information about its ac- 
tivities to the MPA. He proposed 
that field selling standards “should 
and can be tightened up.” 

Asserting that the MPA will “get 
more for its money” in the future 
from Central Registry, Mr. Bean 
said that “if we don’t live up to our 
promises, I’ll recommend that the 
MPA end its sponsorship of Central 
Registry.” 

One area of improvement Mr. 
Bean proposed is in “telling the 


(Continued on Page 85) 
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FTC Request for 


‘Injunction Against Farm Journal Inc. 


Curtis Will Get Only 
$2,000,000 for Files and 
‘Better Farming’ Rights 


PHILADELPHIA, Sept. 29—The cir- 
cuit court of appeals here today 
denied the petition of the Federal 
Trade Commission for an injunc- 
tion against Farm Journal Inc. 

During the course of the court 
sessions, AA learned that the Cur- 
tis Publishing Co. actually will get 
a maximum of $2,000,000 from its 
agreement to give its Better Farm- 
ing subscription files, and rights to 
the Better Farming name, to Farm 
Journal Inc. 

According to the compensation 
clause in the Curtis-Farm Journal 
agreement, 450,000 lines is used as 
a basis. Over that figure, Curtis 
will share in the composite net line 
rate value to the extent of 15%, 
except that “in no one year may it 
exceed $500,000; in total it may 
not exceed $2,000,000.” 

The time period for the agree- 
ment is five years. 


a Also included in the agreement 
(as brought out in court during 
the hearing on the petition by the 
FTC for an injunction) was a con- 
tract to advertise in each other’s 
publications. Farm Journal Inc. is 
to use The Saturday Evening Post 
to the tune of $100,000 for five 
years, or a maximum of $500,000. 

Curtis will use either Farm 
Journal or Town Journal, or 

(Continued on Page 85) 


Politz V.P. Enters 


Motive Research 


Arena to Present Company's Views 


Motives the Advertiser 
Can Control Are the 
Important Ones, He Says 
New York, Sept. 29—The moti- 
vation research debate was still 


percolating this week. 
Lester R. Frankel, v.p. and tech- 


advertising business. 


and television in Texas. 


Last Minute News Flashes 


Four A's, Publishers Get Anti-Trust Extension 


New York, Sept. 30—At least two of the defendants in the govern- 
ment’s advertising-publishing anti-trust suit have been granted ex- 
tensions to Nov. 1 to file answers to the complaint, The American Assn. 
of Advertising Agencies and the Periodical Publishers Assn. have both 
been granted this third extension. 
tions said today it may also apply for an extension. The three remain- 
ing defendants—American Newspaper Publishers Assn., Publishers 
Assn. of New York City and Agricultural Publishers Assn.—presum- 
ably still have to file an answer by next Thursday. The suit challenges 
the agency recognition system and alleges “restraint of trade” in the 


The Associated Business Publica- 


Nescafe to Get $500,000 Boost in Texas 


Houston, Sept. 30—Nestle Co. will spend about $500,000 in Texas 
in 1956 in a drive to boost the sale of its Nescafe instant coffee. The 
company plans to divide its 1956 ad budget among newspapers, radio 


American Gas May Name Lennen & Newell 


New York, Sept. 30—American Gas Assn. during the coming week 
is expected to name Lennen & Newell to replace McCann-Erickson, 
effective Jan. 1. Precise date for takeover is still to be determined. 

(Additional News Flashes on Page 85) 


nical director of Alfred Politz Re- 
search, stepped into the batter’s 
circle today and spelled out his 
company’s views on market re- 
search. 

His talk before an American 
Marketing Assn. luncheon was 
scheduled prior to the recent Po- 
litz-Dichter exchange and he made 
no reference to the controversy. 
Alfred Politz touched off the de- 
bate two weeks ago in a talk high-- 
ly critical of some aspects of moti- 
vation research (AA, Sept. 19, 26). 


@ Mr. Frankel made five main 
points today: 

“1, Consumer research deals with 
consumers’ motives, attitudes and 
abilities to learn, and also with cir- 
cumstantial and mechanical causes 
surrounding the product. 

“2. A unique cause does not de- 
termine a marketing situation. 
There are a multiplicity of causes 
operating. The advertiser should 
select from among this multitude 
those causes which he can econom- 
ically control to increase his sales. 

“3. In true consumer motivation 
research it is not only important 
to develop ideas, hunches and hy- 
potheses, but it is also necessary 
to subject them to valid test. Since 
consumer motivation research 
deals with large numbers of peo- 
ple, statistical techniques are re- 


(Continued on Page 81) 
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In Ist Year Advertisers 
Will Spend $50,000,000 
on Half-Million Viewers 


Lonpon, Sept. 28—Commercial 
television, which made its three- 
hour debut in Britain last Thurs- 
day night (AA, Sept. 26), seems to 
have started out well. 

But it will need a lot more view- 
ers—with the help of Lucille Ball 
—before success is assured. 

The outcome of nine months’ in- 
tensive preparations, it opened 
flatly with a travelog on London 
and pompous speeches from an in- 
auguration banquet, but finished 


Rill Named Ad, 
Sales V.P. of 
C&C Super Corp. 


New York, Sept. 29—Irving R. 
Rill, who once won an out-of- 
court settlement of $10,000 from 
Duane Jones, today was namcd 
v.p. in charge of sales, merchandis- 
ing and advertising of the C&C 
Super Corp., which owns Cantrell 
& Cochrane, Nedick’s, Western 
Television, Lorraine Mfg. Co. and 
Power Products. 

Mr. Rill was also elected to the 
Cantrell & Cochrane board of di- 
rectors. This company turns out 

C&C Super car- 


bonated soft 
drinks in cans. 
Mr. Rill’s jobs 


include handling 
the development 
and promotion 
of new products. 


s In March, 1954, 
Mr. Rill sued 
Duane Jones for 
$13,762, alleging 
he had an oral 
contract with Mr. Jones under 
which he was to get a percentage 
of commissions on accounts which 
he brought into the Jones ageacy. 
Biggest of these accounts was Vita- 
min Corp. of America, since ab- 
sorbed by Rexall. 

Mr. Rill said he was to get 40% 
of the net income collected by 
Jones on accounts Rill brought in. 
But in the case of Vitamin Corp., 
Rill’s share was to be 30%. Mr. 
Rill said he brought in Vitamin 
Corp., Farm Bureau Insurance, 
Kordol Corp. and Reddi Distribu- 
tors, which billed about $1,099,083 
at the Jones agency. Mr. Rill 
charged that Mr. Jones wouldn’t 
pay up when it came time to split 
the commissions. 

A v.p. at the Jones agency, Mr. 
Rill subsequently joined Kastor, 
Farrell, Chesley & Clifford as exec. 
v.p. and account executive. Later 
he was v.p. and director of mar- 
keting for Reddi-Wip Inc. At Kas- 
tor, Farrell he was account execu- 
tive on Rybutol, a Vitamin Corp. 
product. 


Nielsen Names Kaselow A.E. 

Herbert J. Kaselow has been 
promoted to an account executive 
by A. C. Nielsen Co. Mr. Kaselow 
will continue to service Nielsen 
Food-Drug Index clients from the 
company’s Chicago headquarters. 
He joined the company in 1940 as 
a field auditor and was promoted 
to a client service executive in 
1949. 


‘Life’ Names Barba to Sales 

Horace M. Barba Jr. has been 
named to the Chicago sales staff 
of Life. Mr. Barba joined Time 
Inc. in 1954. 


Irving Rill 


A Lot Rides on ‘Lucy’ as Britain 
Warms Up Its Commercial TV System 


smoothly with drama, a variety 
show, and a prize fight. 

By the end of the three-hour 
opening, seen by an estimated 1,- 
500,000 people in the London re- 
gion, commercial tv had shown it 
can match the best the BBC has to 
offer. 


® An hour after the start an emcee 
announced in dramatic. tones: 
“This is the moment you have been 
waiting for...” 


Numbers flickered on the screen | 


(an error of judgment, this) and 
Britain’s very first commercial 
plug appeared—for Gibbs SR 
toothpaste. Candidates for first 
place were drawn out of a hat; 
Young & Rubicam won for Gibbs. 

Viewers saw a block of ice float- 
ing on a snow-banked stream, 
flowing invitingly over pebbles. 
Embedded in the ice were a tooth- 
brush and a tube of SR toothpaste 
—tying up with the same scene in 
a current print campaign. 

Offscreen came the commentary: 
“Tingling fresh ...fresh as ice... 
feel the tingle of health... does 
your gums good too...did you 
know that gum infection accounts 
a 


= Altogether, there were 23 one- 
minute and 30-second commercials 
on opening night. Ad revenue— 
some $70,000—went to charity. 
Among other products shown were 
tv sets, Brillo household cleaner, 
cheese, canned goods, Remington 
shavers, Woman magazine, lamps, 
beer, perfume and gasoline. 

Radio stores reported a last- 
minute rush before opening night 
for converters to enable people 
with single-channel (BBC-only) 
models to pick up the new “Chan- 
nel 9.”” Demand for converters far 
exceeds supply; of the 1,600,000 tv 
models in the London region, only 
about 500,000 can receive commer- 
cial tv. 

Most newspapers treated its ad- 
vent kindly, publishing programs 
in full and devoting columns of 
news to the big event. Others 
either virtually ignored the affair 
or were scathing, perhaps fearing 
its arrival will cut advertising rev- 
enue. 


= Lord Beaverbrook’s mass-circu- 

lation Daily Express appeared on 

the morning of opening day with 
(Continued on Page 20) 


New Automatic 
Coffee Vendor 


Names Stebbins 


Los ANGELES, Sept. 27—Hal 
Stebbins Inc., Los Angeles, has 
been named to direct national ad- 
vertising and publicity for Perk-O- 
Fresh, new coffee vending service 
featuring a recently developed ma- 
chine that percolates coffee as it 
serves. 

The selection was announced by 
Paul Rosenbaum, board chairman, 
and Ronald Wolff, president, of 
Interstate-United Coffee Corp., 
which has been formed to direct 
national expansion of the service. 

The new machine, said the com- 
pany, is the only vending dispenser 
that perks fresh coffee direct from 
ground coffee as it serves. Assur- 
ing a continuous supply of fresh 
coffee, it uses a battery of 40 auto- 
matic 16-cup percolators. 

Until now, mass coffee services 
have been able to use only vending 
machines that mix hot water with 
coffee concentrates or have deliv- 
ered pre-brewed coffee in bulk 
containers, the company explained. 


® The opening campaign calls for 
extensive direct mail advertising 
(Continued on Page 86) 


Cameron 
Duensing 


Kanter 


Seehof 


Bremner 


Simpson Webber 


INTEGRATING GOBEL—Hal Kanter, producer-writer for the George 


Gobel show, flew to Chicago for 
sion with sponsor and agency. Mr. 


this commercial-integrating ses- 
Kanter listens as James W. Cam- 


eron, Foote, Cone & Belding account exec. on the Dial soap ac- 
count, explains how Gobel might drop in another rib at Dial’s 


upcoming oil well contest. Others 


present are: David L. Duensing, 


advertising manager of Armour Soap Works; John Seehof, copy- 

writer; Jack Simpson, v.p. in charge of radio-tv for Foote, Cone; 

A. J. Bremner, copy chief, FC&B, and Hal Webber, general manager 
of the FC&B Chicago office. 


Hal Kanter and Foote, Cone Schedule More 
‘Underwhelming Integration’ on Gobel Show 


Cuicaco, Sept. 27—One of the) 
trends in network television today | 
is supposed to be the “magazine 
concept,” in which the networks 
keep control of programs and 
sponsors, in effect, simply “own” 
the commercial time on them. 

But with most trends there are 
exceptions, and one of them in 
this case is the George Gobel 
show, which will be warming up 
again on NBC-TV next week. 

The Gobel show, written and 
produced by Hal Kanter, has its 
own package and its own “con- 
cepts”—one of which leads toward 


Direct Mail Ad 
Was Priceless, So 


It Had an Encore 


CHICOPEE, Mass., Sept. 28—May- 
be the intent was to hit the mail- 
ing list twice, but A. G. Spalding & 
Bros., one of the oldest houses in 
athletic goods, had to tell its cus- 
tomers that its face was red. 

The reason? 

Spalding sent to its direct mail 
list a sales piece on Oxford shirts. 
It mentioned that the shirts would 
be sold only from the factory, not 
through retail stores. It included a 
combination of order-form and 
reply envelope. There was only 
one hitch: nowhere was the price 
mentioned. 


@ Sure enough, a few days later, 
this letter went out: . 

“To our customers: 

“Needless to say our face is pret- 
ty red. 

“The letter we sent you a few 
days ago about our Spalding Ox- 
ford shirts is probably the only 
mail order solicitation in history | 
that ever went out without men-| 
tioning price anywhere. Not even 
on the return envelope! 

“Before we forget it again, the 
price of our fine Oxford shirt is 
$3.95 each or 3 for $11.50. 

“They are available in sizes 14 
to 17% with sleeve lengths 32 to 
36 inches. | 

“If you are one of the many who) 
wrote to call this important omis- | 
sion to our attention—our heartfelt | 
thanks. And in case you threw the 
return envelope away (for which 
we would not blame you a bit) we 
are enclosing another. 

“Thank you for your patience. 
Please chalk it up to our inexperi- 
ence in the mail order field. We 
have always thought of quality be- 
fore price—but we must admit this 
was carrying things a little bit too 
far.” 


| 
| 


the sponsors (Pet milk and Ar- 
mour’s Dial soap), not away from 
them. 


@ As a result, Mr. Kanter was in 
town last week in a meeting far 
more reminiscent of the golden era 
of radio than of today’s tv. On his 
own initiative, Mr. Kanter flew 
in from Los Angeles to confer 
with Dial account executives at 
Foote, Cone & Belding and “learn 
something about the advertising 
end”—and incidentally to work up 
some more “integration” of com- 
mercials and program. 

“Integration”—in which program 
performers lead into and back 
from the commercial segments—is 
nothing new in the broadcast busi- 
ness. All agency radio men remem- 
ber dreamily the elaborate fugues 
which Don Quinn’s ingenious type- 
writer worked up between “Fib- 
ber McGee & Molly” and its spon- 
sor, Johnson’s wax. 

The craft of integration hasn’t 
gotten so much practice lately. But 
one of its greener pastures last 
year was the Gobel show, where, 
in the words of Jack Simpson, 
Foote, Cone’s v.p. in charge of 
radio and tv, “some wonderful 
things happened.” 


w There was tie time, for exam- 
ple, when Dial offered a clutch 
bag to its audience. Next week, 
Gobel preceded the commercial by 
announcing that the response was 
“so underwhelming that we are 
going to offer it again... We’ve 
just got to get rid of them bags,” 
he pleaded. (Needless to say, “we” 
did.) 
(Continued on Page 87) 


COALS TO NEWCASTLE—Capt. James 
Freericks of Wien-Alaska Airlines, 
delivers first shipment of Grand 
Duchess frozen flaked beef steaks 
to Barrow, Alaska, to Forrest Sol- 
omon, an eskimo who manages the 
airport. Barrow is the northern- 
most settlement on the North 
American continent. 


Agency Builds 
Client Roster 
With FM Show 


SAN Francisco, Sept. 28—An ad- 
vertising agency is testing fm ra- 
dio here as a means of selling itself 
to prospective clients. 

The agency, Bernard B. Schnitz- 
er Inc., is buying time on Station 
KDFC to promote its services to 
the station’s audience. 

“From the response to our first 
three-week test run,” reports Ber- 
nard Schnitzer, agency president, 
“we think the somewhat unusual 
experiment is going to work out 
well. We’ve received many letters 
and favorable comment. 

“Almost more valuable than the 
actual response which we’ve got- 
ten,” Mr. Schnitzer continued, “is 
the fact that the idea is new, an 
interesting experiment and we’re 
getting lots of word of mouth pub- 
licity from it.” 


® Idea for the program was born 
over a luncheon table discussion 
between Mr. Schnitzer and Ed 
Davis, manager of the station, in 
which Mr. Davis contended that 
too many agency people refused to 
believe in fm as an advertising 
medium; a “mistake contention,” 
according to Mr. Davis. 

“IT thought the idea was well 
worth trying,’ Mr. Schnitzer ex- 
plained, “so we went ahead, al- 
though it took us two weeks at the 
agency to decide on the proper 
approach.” 

Mr. Schnitzer listed three major 
reasons for selection of KDFC for 
the experiment of advertising an 
advertising agency. 

“The audience of this station,” 
Mr. Schnitzer said, “is known to 

(Continued on Page 68) 


TV Transforms Man 
of Future into Ugly 
Hulk, Says Trav-Ler 


Cuicaco, Sept. 29—The man of 
2055 may very well turn out to be 
“a hunched over, squinting, mis- 
shapen hulk who shuffles along 
listlessly with one arm larger than 
the other,” Trav-Ler Radio Corp. 
reported this week, with a twinkle 
in its corporate eye. 

The villain which will create 
this Caliban is television, accord- 
ing to Trav-Ler, which sells tv 
sets itself. 

The misshapen hulk is the result 
of slouching in front of the tv set, 
munching popcorn and such, thus 
over-exercising one arm which be- 
comes oversized. This also ac- 
counts for his potbelly. The sitting 
atrophies his legs, so he shuffles. 


a This gruesome picture was 
painted after Mrs. Lillian Sloan, 
director of Trav-Ler’s Home Insti- 
tute, told 500 doctors that the av- 
erage viewer spends five hours a 
day, and even more on weekends, 
watching television. 

The doctors threw up their col- 
lective hands in horror. They said 
the sloppy posture not only adds 
strain on the heart, but compresses 
the lungs, making breathing more 
difficult and cutting down the cir- 
culation. 

Continued slouching, they con- 
tinued, will also produce round 
shoulders, preventing the sloucher 
from ever standing erect. 

Also, poor lighting leads to eye 
strain while watching tv. And 
munching leads to a superfluity of 
avoirdupois. Horrors! 


‘Novato Advance’ Sold 

The Advance, Novato, Cal., has 
been sold by publisher James Cuz- 
ner to George Barnwell, Concord, 


and Fred Volz, Berkeley. 
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HOLIDAY CHEER—Eight Hiram Walker products are shown here in 

their new gift wrappings. The products that will be “luxury 

wrapped” are Canadian Club, Walker’s DeLuxe, Imperial, Private 

Cellar, Ten High, fruit flavored brandies, vodka, creme de menthe 
and creme de cacao. 


New Hiram Walker Gift-Wrapped Packages 
Will Be Featured in Large Ad Campaign 


Detroit, Sept. 29—Hiram Walk- 
er Inc., which has spent “millions 
of dollars” developing a new pack- 
aging and gift wrapping process 
for its products, will launch a huge 
holiday advertising campaign 
Thanksgiving week to promote the 
new packages. 

The new gift-wrapped packages 
were unveiled in New York today 
by Ross Corbit, president of Hi- 
ram Walker (AA, Sept. 26). 

The drive will run until Christ- 
mas. Spreads in full color featur- 
ing the entire Walker “luxury- 
wrapped” line, plus individual 
product ads showing how the prod- 
ucts will look in their colorful gift 
packages, will appear in Fortune, 
Holiday, Life, Look, The New 
Yorker and other magazines. A to- 
tal of 18 color pages are scheduled. 


the gift-wrapped message in ma- 
jor markets throughout the U.S. 


Newsprint Black 
Market Slackens, 


Consumption Rises 


New York, Sept. 28—While so- 
called black market activities in 
newsprint are still a feature, they 
have slackened off recently. 

Current quotations range from 
$140 a ton to $150 a ton, in 100-ton 
lots and up, but with relatively 
few takers. A recent sale of 200 
tons is understood to have been 
made at $145 a ton, $5 above the 
quotation reported here a few 
months ago (AA, July 11). The 
contract price from mills here is 
still $126 a ton. 

Some market men believe that 
contract prices are likely to go up 

(Continued on Page 83) 


W->M. GALBRAITH has been appointed 
advertising manager of food prod- 
ucts of Armour & Co., Chicago. Mr. 
Galbraith has been an account ex- 
ecutive with Earle Ludgin & Co., 
Chicago, for the past two years. 


Full-page ads featuring the entire 
line will appear in color in news- 
papers that have r.o.p. facilities 
and in b&w ads elsewhere. The en- 
tire newspaper program calls for 
nearly 1,000,000 lines of space. 

In addition, ads for Walker’s De- 
Luxe and Imperial will appear on 
24-sheet posters and painted bul- 
letins during November and De- 
cember. The company also has de- 
veloped a complete point of sale 
program for dealers consisting of 
a Christmas window featuring the 
gift wrapped packages. For the in- 
side of stores, Walker has designed 
a floor island display in the form 
of a gift center. Special displays 
also are available for counter and 
shelves. 


; |@ Walker officials went to work on 
Nearly 250 newspapers will carry 


developing the new packaging and 


wrapping machines last January, 


and their activities were a closely 
guarded secret. They discovered 
that no machines existed for the 
kind of packaging and wrapping 
processes that they had in mind, so 
they contacted a number of com- 
panies and asked them to develop 
the necessary equipment. 

Walker agreed to share the en- 
gineering and development costs 
and pay a sizable sum for the 


ABC Simplifies — 
Reporting of 
Contest Copies 


| Cuicaco, Sept. 28—Effective Oct. | 
1, the Audit, Bureau of Circulations | 
is changing, and considerably sim- | 
plifying, its rules on circulation-| 
| building contests and offers. 

| Previously, publishers were re-. 
‘quired to make quite a report on) 
‘any “prize or reward” contests— 
‘held during an audit period, in-. 
cluding average daily publication | 
sales during the contests and esti- 
mated number of sales attributed | 
to them. 


sponsible for investigating any 
they “might have an important ef- 
fect upon the circulation.” 


# Under the revised rules, these 
provisions have been done away 
with, and publishers will only be 
asked to include: (a) a description 
of all contests held, and (b) the 
dollar volume of the prizes given 
away. From this information, space 
buyers will be allowed to draw 
their own conclusions about the 
effect of the contests on circula- 
tion. 

In addition, publishers will be 
required, as previously, not to in- 
clude in circulation figures any 
subscriptions or copies directly 
given away in exchange for cou- 
pons, wrappers, box tops, etc. 

Reportedly, information under 
the old requirements were too hard 
for publishers to gather and not 
meaningful enough to space buy- 
ers. 


Lehn & Fink Net 
Down Because of 
Heavy TV Schedule 


New York, Sept. 28—Higher 
sales, but a lower net because of 
heavy advertising expenditures in 
television, were reported here this 
week by Lehn & Fink Products 
Corp., toilet requisites manufac- 
turer. 

Edward Plaut, president, in the 
company’s annual report to stock- 
holders for the fiscal year ended 
June 30, reported a net profit of 


$200,102, compared with $1,055,538 


in fiscal ’54. Sales for the year 
were $23,010,615 compared with 


i 


2d 
Qh shy there is no 
CF 


In 1920 the slogan “As the crow flies, only faster” just 
about summed up the advantages of air travel. That year, 
nevertheless, after a survey trip by Mode! T Ford, 
what is now the oldest airline in the English speaking 
world was tounded. Its modest original objectives — to 
provide scheduled air service and joy-riding facilities to 
the citizens of a small part of Northern Australia — were 
counterbalanced by a name so imposing that the initials 


land and Northern 


took over almost diately. Q 


U in Oantas 


Territory Aerial Services Ltd. became Qantas. And so it 
stands to this day. 

With the growth of Qantas beyond the seas, across the 
world to 5 continents, the original name has long since 
lost significance except as a reminder of brave and difficult 
origins; which may be why we feel such affection for it. 

So you see that we are not being merely perverse when 
we pronounce it “Kwahntus” but spell it Qantas. 


Now you know 


AUSTRALIA'S OVERSEAS AIRLINE 


In addition, the ABC was re- | 


coupon promotions to see whether | 


NO uU—This “certificate” goes to all entrants in the Qantas plane- 
naming contest. It explains why there is no U in the name Qantas. 


Didjireedoo ‘New Yorker’ Ad?... 


Qantas Airlines (Without a U) 
Offers Plane-Namers a Kangaroo 


Boomerangs (Whoosh) & 
Stuffed Koalas, Plus a 
Prize of Old School Ties 


San Francisco, Sept. 30—Some- 
where, some time in the very near 


future, a happy (?) but slightly 


befuddled individual will begin 
wondering how to house and care 
for the penultimate in contest first 
prizes...a live kangaroo. 

In other hitherto sane and pre- 
sumably well-ordered households, 
other winners in the same contest 
will be (1) tootling on a genuine 
5’ long Australian didjireedoo, (2) 
fondling a stuffed Koala bear, (3) 
wearing unique Old School ties, or 
(4) tossing authentic boomerangs 
at next door neighbors. 

For their prizes, they will be 
able to thank San _ Francisco’s 
Brisacher, Wheeler & Staff, the 
agency which has produced for 
Qantas, Australia’s overseas air- 
line, the year’s most ab-original 
campaign. 


® Offering the most delightfully 
‘crazy assortment of improbable 


completed equipment, as an in- | $21,719,258 for fiscal ’54, an in- | prizes ever to lure a contest-en- 
ducement to companies to build|crease of $1,291,357. 


the intricate equipment. Ten com- 


Giving a full explanation for the 


panies were used to develop the | decline in earnings, Mr. Plaut says 


machines. 
Walker executives then held 


that the company a year ago de- launched early this summer 
cided to make a large increase in 


terer, in an era in which the entire 
country seems to have gone balmy 
over giveaways, the campaign was 

in 
trade magazines read by travel 


} 


conferences with federal and state its advertising appropriation, put- agents. 


offieials, in order to get permis- 
(Continued on Page 24) 


ting the emphasis on television. 
(Continued on Page 6) 


“The response,” Walton Purdom, 
|exec. v.p. for the agency, told AA, 


Highlights of This Week's Issue 


Restaurants to promote advertised 


Se reer Page 22 
Emotion will perk up fashion 
promotion, fashion promoter 
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“was terrific and immediate. 

“Travel agents from all parts of 
the U. S. and from as far away as 
Spain sent in contest entry cou- 
pons. A lot of them even wrote two 
and three page letters, a couple 
actually in verse, praising the cam- 
paign and swearing eternal loyalty 
to Qantas.” 


® It was at this point that Richard 
Clark, agency media director, be- 
gan asking himself: “Why should 
this splendid, wonderfully cock- 
eyed campaign be restricted to just 
a few trade magazines?” 

By carefully wrestling with fig- 
ures in the Qantas ad budget, Mr. 
Clark found $10.000 that micht be 
used to expand the campaign. 

Agency heads went into a hud- 
dle, out of which came the decision 
that The New Yorker would be an 
ideal medium in which to direct 
the campaign, in a limited way, to 

(Continued on Page 82) 


Money and Pride 
Motivate Employes, 
Tower Tells NARTB 


NEW ORLEANS, Sept. 28—Dat ol’ 
debbil “motivation” turned up at 
the Region 3 conference of the 
National Assn. of Radio & Tele- 
vision Broadcasters today. This 
time, however, it was not the mo- 
tivations of consumers, but rather 
of employes, that was discussed. 


Charles H. Tower, NARTB’s 
manager of employer-employe 
relations, told the broadcasters 


that to get the best performance 
out of their staffs they should 
ponder the motivations making 
employes want to perform well. 


® In addition to money, he said, 
these motivations include pride 
of craftsmanship, interest in the 
work, desire for recognition, loy- 
alty, desire for “success” and for 
security. 

Though he commended giving 
employes a pat on the back as 
“corny but important,” Mr. Tower 
devoted most of his time to money 
motivation. He urged the station 
men to weigh carefully their pol- 
icies on wage rates, raises, fringe 
benefits and incentive pay. 

“I know that ‘union’ is a dirty 
word in this part of the country,” 
he said, “but the lack of a sensible 
policy on raises has been one of 
| the most important factors leading 
. unionization where it has come 

in.” 
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Needham, Louis Loses Appliance Account 
as Harvester Sells Plant to Whirlpool 


(Continued from Page 1) 
refrigeration and air conditioning 
line so that we would produce a 
full line of household appliances, 
or we should discontinue this ac- 
tivity.” 

One problem with Harvester’s 
line of freezers, refrigerators and 
air conditioners has _ reportedly 
been difficulty in getting good dis- 
tribution in the urban areas. At 
the time the sale was made Har- 
vester was embarked upon a multi- 
million-dollar sales and advertis- 
ing expansion aimed at reversing 
its sales trend. 


® Sales by the refrigeration divi- 
sion last year were $48,300,000— 
down from a peak of about $60,- 
000,000 in 1951, and representing 
about 5% of the billion-dollar com- 
pany’s total volume. For the nine 


months ending July 31, sales were 
slightly ahead of the year-before 
figures. 

All three products made by the 
Harvester plant are already pro- 
duced or sold by Whirlpool-Seeger 
Corp., so the purchase is seen 
mainly as a means by which the 
new combine can expand more 
rapidly in the freezer-refrigerator 
field. , 

Also, the deal gives Whirlpool- 
Seeger its first “home-made” air 
conditioners. Heretofore, the RCA 
air conditioner line has been pro- 
duced for it by Fedders-Quigan 
Corp., Buffalo. 

Kenyon & Eckhardt is the Whirl- 
pool-Seeger agency. 


AMA Names Duffy, Clarke 


The American Medical Assn. has 
appointed two men to the adver- 


tising sales staffs of its publica- 
tions. James T. Duffy III, formerly 
with Research-Cottrell, has been 
assigned to work in the midwestern 
territory from the AMA’s Chicago 
headquarters. Dale B. Clarke, pre- 
viously tract manager of a Cal- 
ifornia -real estate development, 
has been appointed to service ad- 
vertising accounts in 11 western 
states from offices in Los Angeles. 


Schenley Sets Magazine Drive 

Schenley Distillers Co. is launch- 
ing a new magazine advertising 
program to promote Canadian 
Schenley O. F. C. whisky to aug- 
ment its current newspaper cam- 
paign in major markets. Four- 
color insertions will be used in 
Collier’s, Cue, Gentry, Life, Look, 
Town & Country, and True through 
the holiday season. Extensive 
| point of sale material wil] also be 
|used. Batten, Barton, Durstine & 
Osborn is the agency. 


200 Stations Carry 
First Color Telecast 
of World Series 


New York, Sept. 28—The 
world’s first color telecast World 
Series baseball game started today. 

In contrast to the world’s first 
sponsored b&w World Series tele- 
cast, in 1947, when there were but 
seven stations in four U.S. cities, 
this year’s baseball epic will be 
seen on more than 200 U.S. tele- 
vision stations, 25 Canadian outlets, 
six Latin American stations and 
will be relayed to Cuba live via 


‘ibbean. 

| It will be heard on more than 
‘800 Mutual Broadcasting System 
‘radio stations in the U.S., 84 sta- 
‘tions in Canada, about 140 in Latin 
/America and across the world on 
the Voice of America, Armed Forc- 
.es Radio and other short wave out- 
lets. 


50 miles from Omaha 


Population — 6,526 


World-Herald coverage — 67% DAILY, 63% SUNDAY 


Red Oak, lowa 


just_l of 650 outstate communities 


where The World-Herald can make 
your sales and advertising effective 


Advertising in The World-Herald blankets 650 non-rural and non- 
metropolitan centers in Nebraska and Western Iowa. World-Herald 
advertisers have an excellent opportunity to capture this important 
secondary market that makes up two thirds of the 114 million con- 
sumers and three quarters of the total 2 billion dollar market of 


The World-Herald. 


To expand your distribution and advertising effectiveness in Omaha and this vital 
secondary market, The World-Herald 103 Plan provides 5 important services: 


1. 
2. 
3. 
4. 


5. 


Mailings to alert key retailers to your campaign 
Personal calls on Omaha advertising retailers 
Campaign presentations to your local sales force 
Assistance in staging local sales meetings 
Split-run advertising for testing appeals 


Regardless of your product classification, this one single medium 
offers the most effective way to sell this growing 2 billion dollar 
market. To sell the 114 million people in this 103 county area, sell 
through the one single medium that reaches 3 out of every 5 families 
in Nebraska and Western lowa—The Omaha World-Herald. Contact 
O’Mara and Ormsbee or write the national advertising department 
of The Omaha World-Herald for further details. 


Omaha 
World-Herald 


254,467 Daily 


266,475 Sunday 


Publisher's statement for March 31, 1955 
O'MARA & ORMSBEE, NATIONAL REPRESENTATIVES: 


New York * Chicago * Detroit °* 


los Angeles * Son Francisco 


‘s Picking up the tab once again 
for this worldwide coverage is Gil- 
lette Safety Razor Co., radio spon- 
sor since the late 1930s and tv 
sponsor for the past eight years. 

The coverage will be quite dif- 
ferent from those earlier days. 
Maxon Inc., the Gillette agency, 
estimates that 40,000,000 radio and 
tv homes will tune in to the series, 
some 85,000,000 different individu- 
als will tune in at one time or 
another and, all told, something 
like 200,600,000 viewers will see 
one or more portions of the Yan- 
kee-Dodger battle. 

For this, Gillette will spend 
roughly $2,000,000 in the US. 
alone, probably an additional $500,- 
000-$1,000,000 for the rest of its 
international blanket. Rights to the 
combined radio and tv coverage 
are costing the razor company 
more than $1,000,000. Another 
$600,000-$700,000 is ticketed for 
time costs, and something in the 
neighborhood of $300,000 is going 
into production costs. 


® Since this is a subway series, 
National Broadcasting Co. is able 
to broadcast the event for the first 
time in compatible color. Compari- 
sons are being made between the 
colorcasts and early b&w broad- 
casting in that many consider the 
colorcasts little more than pioneer- 
ing efforts and propaganda for the 
new hue. 

NBC estimates that there will be 


an airplane hovering over the Car- | 


ed 


spre we ee. 


Advertising Age, October 3, 1955 


| | 
| Lear old 700A 


| 
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Broadway Most Memmatle Musical 


EZIO PINZA WALTER SLEZAK « 
“FANNY” 


MATESTIC THEATRE wens cam oy 


FANNY REVIEW—Broadway producer 

David Merrick used this novel dis- 

play ad in seven New York papers 

to mark the first anniversary of 

the Broadway musical hit, “Fan- 

ny.” Blaine-Thompson, New York, 
is the agency. 


about 25,000 color sets tuned in to 
the series. This figure includes 
hundreds of sets on display in deal- 
er showrooms across the country. 

For Gillette, color video has 
meant increased production prob- 
lems and costs. Work on the color 
commercials was in progress at 
least four months prior to opening 
day. 

This year’s commercial pitch, on 
radio and video, is pegged around 
Gillette’s three new razors for 
light, medium and heavy beards. 


® At least one major television ap- 
pliance chain here is capitalizing 
on the color angle. Sunset Stores 
ran ads offering to rent color sets 
for the series. Those who tele- 
phoned for information found that 
the charge was $200 with an addi- 
tional $200 necessary for a deposit. 

Store officials said they were 
getting “good” response on the ads 
and, happily, were selling more 
sets than they were renting. Sets 
were selling at between $900 and 
$1,000. 
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HERE ARE THE FACTS! 


There’s been talk recently about the total daily 
circulation of some Chicago newspapers. So, a 
fresh look at the current post war trends of 
Chicago dailies seems in order. 


(Source: ABC Publishers’ Statements for 6 month periods ending March 31, 1946 and 1955.) 


A.B.C. stands for the Audit Bureau of Circulation which is the official and independent or- 
ganization dealing with circulation figures of newspapers and other media. The figures reported 
here are derived from sworn statements of circulation made to the A.B.C. by each paper. 
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*Sun-Times is for 1948, the 
first comparable statement 
after merger. 


TRIPLE STREAK Saturday Daily News... Up... 63,571 


The Triple Streak Saturday Daily News—born March 3, 1951—shows a circulation Up of 63,571 in its 4- 
year post-birth era. (Source ABC Publishers Statements for periods ending March 31, 1952 and 1955.) 


CHICAGO DAILY NEWS 


Chicago’s Growing Newspaper... Planning an ‘11,000,000 Expansion Program 
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physicians. 


write or phone for details. 


under in 


P.O. BOX MD, WINNETKA, ILLINOIS e WINNETKA 6 - 4400 


$425 PER PAGE 


The Journal of Signi- 
ficant Medical Litera- 
ture provides unique 
reader service for 


every general practi- 
tioner 65 years and 


U.S. 


over 
— * GENERAL 
hs, 76,000 = PRACTITIONERS 
- FOR ONLY 


Lehn & Fink Net | 
Down Because of | 
HeavyTVSchedule _ 

| 


(Continued from Page 3) 

“This heavy investment in ad-| 
vertising,”’ he says, “meant assum-| 
ing a considered risk of serious | 
proportions. Balancing this risk) 
was the long-range promise of sales| 
increases which, if realized, would | 
raise the company’s future earn- 
ings to a permanently higher level. 
This promise was supported by 
the advice of the advertising agen- 
cy, by market research, and by our 
experience with television. 


a “However, in spite of intensive 
sales efforts, the results fell far 
short of the goal we had set for 
this past year. The increase in 
sales was not large enough to ab- 
sorb the heavy increase in adver- 
tising. 


“This had -become apparent 


ee 


i tad 
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Whether you cruise the Caribbean or 
are Europe-bound, you'll find that a 
French Line voyage recaptures the zest 
for joyous living. 


From the moment you step aboard, appetite of a child. 


your spirits are caught up in the at- 
mosphere of an utterly different French 


N.W. AYER & SON, INC. 


Wrap up in a sea breeze and Relax 


holiday. You enjoy sparkling enter- 
tainment or dream in your deck chair. 
Sea breezes and the world-famed 
French cuisine give you the eager 


We've been charting course for 
French Line advertising since 1931. 


Philadelphia, New York, Chicago, Detroit 
San Francisco, Hollywood, Boston, Honolulu 


Advertising Age, October 3, 1955 
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GEORGE J. SEIBERT, sales manager of 
Stetson China Co., Lincoln, IIl., has 
been elevated to v.p. in charge of 
sales and advertising. He also will 
direct the company’s new Duncan 
Hines dinnerware division. 


when the third quarter earning 
statement was published April 22, 
at which time we made the follow- 
ing announcement. 

“Beginning April 17, 1955, the 
company presented on tv Sundays 
at 6 p.m. ‘The Sunday Lucy 
Show.’ Since the company’s spon- 
sorship of the Ray Bolger tv pro- 
gram will not expire until June 
24, there will be abnormally high 
advertising expenses for the last 
quarter of the present fiscal year, 
with a consequent adverse effect 
on profits.” 

“As a result of this heavy in- 
crease in advertising,’ Mr. Plaut 
says, “the net earnings fell to 
$200,102. The company,” he adds, 
“is committed to a continuation of 
the present high level of advertis- 
ing expense until its existing tv 
contract expires on Dec. 31, 1955. 
Before that date, we shall be in a 
better position to appraise the 
long-range results of this advertis- 
ing campaign.” 

Mr. Plaut declined further com- 
ment. 

Lehn & Fink Products Corp.'s 
advertising for °54-’55 was concen- 
trated primarily in tv. Dorothy 
Gray and the Lehn & Fink division 
shared sponsorship of the Ray 
Bolger show on the ABC network 
and the Sunday Lucy Show on 
CBS. 


a Commercials on Dorothy Gray 
products were included in each 
program while other commercials 
featuring Lysol, Etiquet and Hinds 
were alternated in accordance with 
seasonal sales characteristics. 

Tussy cosmetics continued its 
main advertising effort in major 
magazines and in newspapers. 

During the year, the Tussy divi- 
sion introduced a new line of chil- 
dren’s cosmetics, Budding Beauty, 
and the Lehn & Fink division mar- 
keted a new Etiquet spray-on deo- 
dorant. 

The company uses three agen- 
cies. McCann-Erickson handles 
Lysol, Etiquet, Hinds and the 
Dorothy Gray lines, Grey Adver- 
tising Agency handles the Tussy 
line and Robert E. Wilson Inc. 
handles the professional products 
division. 


Oklahoma Tire Names Two 

Abe Brand, sales promotion 
manager of Oklahoma Tire & Sup- 
ply Co., Tulsa, for the past six 
years, has been advanced to mer- 
chandise manager of the company. 
Mr. Brand joined Oklahoma Tire 
in 1931. Bob Bosart, formerly sales 
promotion manager of the automo- 
tive department of Sears, Roebuck 
& Co., has been named to succeed 
Mr. Brand as sales promotion man- 
ager. 


‘Farm & Ranch’ Boosts Finn 

Robert E. Finn, formerly on the 
Chicago advertising staff of Farm 
& Ranch, has been promoted to 
manager of the publication's New 
York office. Before joining Farm 
& Ranch in 1951, Mr. Finn was 
with Reincke, Meyer & Finn, Chi- 
cago agency. 


| : } ; egal Ye—% A phe DE A ict Mr ete igi) eal - Wg ok eae 
, . eee oe . ik oa he Oe ie Fe ee Bae Secs et Eas 
wohean Gelk ee - pai k & ‘ x? - Sop Set Selgaiaane - x :: 7 a fe ies Fo Pe ae - <3 Say 2 tne Site hie ss Retr ete Le Came ie ae 53 ny Seah : Pn ng eae Dog Pre ee ee) . ‘ , ; : 
ee ; i : : e tit 2 : ; yh t. : fs RGR eee, ia dgeitinns ne 
Bas 3 } 
‘ a j 
| 
Pee, ella cates, Oe 
pas ig? Co ae 
ce FUT oner> — 4 > a 
off ono" one ee Ae — = - 
j pie & opire? PB ns ue — 4 ad 
yTo™ oS ie . hii ae a 
R ¢oO iv ae ee ee : 
ens’ s a SC : ' A  % 2 
. ;. om . a es =e 
orf wees & jae ke. | Sorike j 
pp Pe “ a t ee es | 
pm yRANCE s = ar¥ | ae 
we 2 2 w re 
pence? art \eS . § \ A | ; 
Tor SPEC! & g\¢ | ) 
rele) pee wt 
F wet \cS S P | 
cos ‘ xh e | 
A\S ical —_— 
LS 4 
ee | 
yi 
i++ nnn i 
% . | 
> > 
= } 
= 
|| ‘ 
: | ‘ 
ee | 
SSG | 
* s 
ee : are ‘wea 
. ¥ wage? Of 
‘ 0 Ee nt 
Sed ; Men oe Pe x ; 
ae Ct ger OE. a : 
a ae : - ao 4 . 
a e 
a emus is 
cm j aot a . ; een 4 — | i 
i Se oe ~ ee ae % 
eine @ eee a ais es cia : er bie. : 
ee cae Po a ee ee See oe , ee ie. 3 
ee is, ; : Se | 
— ‘ S@se Pr lie. , : 
oa a me a ee : : 
>. os Re a Ree Se in, Rg ae ga vies x ee 
ete = ee?” a eee suse s 
Tree we? ee oe eke oa | 
4 = i a ee ee ee 
oer — er eee ee eee ee : 
. of *. & P * Bs rae iat : ee a Big is x a tee ae es! sa oun s ee a 7 1 7 * 
vow a ae A oe ae. aan he ie =a f | 
a : a emer ay esate, ere ee aha ; 
oS 2 ry pee ae . 
33 oe es aD a ; a 
er ak a f ib os tag Sash = 
Ei yaa ‘ % s Seite ne OS ee - ie Reet per ! > | 
eS Sie Te hewneees - -. a os — a) We.” |} s |) ee v< 7 NG ores mee 
7 Se ee cai eer! Tk a » ee Ke  € a eee 4 : 
; + ie . oS oe | 
aces: ‘ { ; oe 
a \— 2 
: ke - | 
= - ; 
Ree re : 
¥ : - s Ps 
a a i : ; | 
pe > 2 : 
a ; : : 
“ he 
ee ory j a 
4 wie fe 
Se e | Po : ot 
sa 0 zt % 
ei . oo x 
i } mee oF 
es - ja . te: be ) 
ie De et sai. <a So eee SR ee tere a. 
E ‘ R a ar th * - on 2 5 _ ~- F m ¥ cd . Are * ” ; - 
eee, Ds 
: 
: | 
a 
; 8 ee 2: eee se ss Ee ae a Ae ae ae aes Se eas nae, Qa Gala is psn adi a Sheet ieee aioe phe x mips Ge ae PH ven oe Se, Cees Lo aa a te Wd. a See tia aat eb Wie G Lae, a” Pale alee ie RS be Fi hey i iis 2 Bae 2 See 
Bethea hy eee RE OSCE ohh rw as ot abt on Py eRe eRe MRS TE yo ON Leg? Fens: Dt a yen act hn Con RMS eae fa Od tae ere te Piles Sr ae Say Maaacteig Ose oo 1 Poe Na al lg? SOY A ana ratbe Sita 
SN NERC TET eR a yh cae een eee PNP eet ey RN aa etl RRR 0 8 iden eae SEE Sa WE: Sue Tate ner es EE SHS tS Si | arene aa 
RE ee eee oe, ONO TEL Be ES Te Oe Pa dt AE RE Pr ae See ALG Ug eae CRS une Baie Me RRND YF Rote LER Oh Sahat can AeAUE I” Sl mains ahh Beg Ded suede SVM are ara LAr ees toy SEAT ORAM OD ean 
Pte ie h sgt a Na ge OC pal Se RG cei WO NR es a Ree RE > ne Re Py OE ee a a stig 8 MEY RO eee ey OE OT Pe AAS at Soot. PHOT E NE Sats Mp Tate sper eT Le al ke ae HURT RATT ck Soe Ma 2th Sire th Syke, WR wrote Lae a Vehests Me id, Lege Bok 
Ce Lem Se aE tN he RL EN ey ON ke Atte ge RE Ris BS ag OA Uris en Se Natty oS ey a eo we proregs Hy RAS sha sale feos ae ofa ih deere CL? BRE rn ey wea Bit =. af BR ES: Seu kc oe ee ae ge A AIT 
mpl gt Aas of Poe SE BN OE ge eat tee OR if Pe eee eet Sree sig Se ae AS SCO eee aes ey ig 9 ie a ey Ny We iow, ae ace Ad gt Pee a eee tees. toe gt See ae Me LS Gian? oc s Se te Wy ere Mi So ui hE ZOD es a NA Pee 


Why the weekly that people spend the most cash 
for is the one they spend the most hours with... 
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People go to a newsstand because 
they want something to read. 
And you might expect that the 
magazine they buy most often is 
also the one they read the most 
at home. And that’s just how it is. 

Week after week, nearly half 
a million more people pay cash 
for the Post than for any other 
general magazine. At home, they 


“If you've ever been hospitalized (1 
was, recently), you've probably had 
one of these gripes. Five A.M. 
reveille. Cold, tasteless food. Skimpy 
visiting hours. Payments in advance. 
But now, according to Milton Silver- 
man’s article, many hospitals are 
finally starting to treat the patient 


“It’s about time they made 
hospitals more homelike!” 


says JOHN H. BAXTER, Vice President, Earle Ludgin Co., Chicago 


spend more time with it than 
with any of the other big weeklies. 
They return to it more often. 
And furthermore they have more 
confidence in its pages—editorial 
and advertising alike. 

The Post is more than a pick- 
up. It is the magazine millions 
live with—and live by. It gets to 
the heart of America. 


like a human being. It seems almost 
too good to be true!” 

Turn to page 17 of this week's Post for 
Milton Silverman's incisive article: 
“Are Patients Human Beings?” 


In all, 8 articles, 4 short stories, 2 serials 
and many special features in the Oct. 1 
issue of The Saturday Evening Post. 
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Sponsors, Stations 


Go Into Huddle 


for Football Broadcast Lineup 


Atlantic Refining Is 
Big Name in ‘55 Pro; 
Sponsors Eagles, Giants 


New York, Sept. 29—This week 
baseball holds the sports spotlight, 
but football is beginning to muscle 
its way in as radio and tv stations 
and sponsors around the country 
start their heavy schedules. 

Radio will cover both collegiate 
and professional games extensively. 
Television, which many colleges 
still consider a threat to their gate 
receipts, will operate on a more 
restricted basis. 

As usual gas and beer companies 
figure predominantly in the spon- 
sor lineups. Beer advertisers ap- 
pear only as sponsors of profes- 
sional games. 

Local advertisers as well as re- 
gional and national brands will 
have an opportunity to get in on 
the football excitement, with sev- 
eral radio and tv schedules avail- 
able for co-op sale. 

On the pro side, most teams will 
have radio coverage in their own 
and surrounding states and some 
tv coverage of away from home 
games. 


The eastern conference shapes 
up like this: 


e Philadelphia Eagles: Atlantic 
Refining Co. (N.W. Ayer & Son) 
will sponsor half of all the Eagles 
games on a radio hookup of ap- 
proximately 19 stations originating 
out of WCAU. 

The other half of the games on 
radio are available for co-op sales. 
Atlantic will also sponsor, along 
with Ford Motor Co. (J. Walter 
Thompson), tv broadcasts, via 
WFIL-TYV, of the road games of the 
Eagles on five stations. 


@ Pittsburgh Steelers—The road 
games of the Pittsburgh team will 
be sponsored also by Atlantic Re- 
fining Co. along with Duquesne 
Brewing Co. (Walker & Downing). 
KDKA-TV will feed the events to 
five other stations. The two com- 
panies are also sponsoring the ra- 
dio broadcasts on 35 stations in 
western Pensylvania, with KDKA 
originating the play-by-plays. 


@ New York Giants—WMiller Brew- 
ing Co. (Mathisson & Associates) is 
in the sponsor’s booth for radio 
broadcasts of all the Giants home 
games over WMGM, New York. 

Atlantic Refining Co., a big name 
in pro football sponsors ranks this 
year, will pay for half the televised 
games of the Giants in ten cities 
and all of them in five others. 

WABD, New York, the key sta- 
tion in the hookup, will telecast 
away games only, while several 
cities in the East which are outside 
the playing range of other National 
Football League clubs will air all 
the games. Most stations are selling 
the other half of the games locally 
to co-op sponsors. 


@ Chicago Cardinals—Coca-Cola 
Bottling Co. of Chicago (D’Arcy 
Advertising Co.), and General Fi- 
nance Co. (Gordon Best) and Gen- 
eral Cigar Co. (Young & Rubicam) 
are sharing the costs on the WCFL, 
Chicago, radio broadcasts of all 
the Cards games. 

They are also sponsoring the be- 
fore and after-the-game programs 
usually sponsored by companies 
other than those for the game. 

Falstaff Brewing Corp. (Dancer- 
Fitzgerald-Sample) is sponsoring 
the ABC-TV telecasts of all the 
home games of the Cards in 23 
markets outside Chicago. 


@ Washington Redskins—Ameri- 
can Oil Co. (Joseph Katz Co.) will 
sponsor radio broadcasts of all the 
Redskins games on 72 am and fm 
stations, with WTOP originating 


the play-by-play. Amoco will also 
sponsor ty broadcasts that WTOP- 
TV will feed to 19 stations cleared 
for receiving the games. 


© Cleveland Browns—C arling 
Brewing Co. (Lang, Fisher & Stas- 
hower Inc.) and the Cleveland 
Central National Bank (also Lang) 
are co-sponsoring the Browns 
games on radio in the city. Out- 
side Cleveland, Carling will pay for 
half the games on a 20-station net- 
work and the other half will be 
sold locally. Carling will also spon- 
sor 26 road games over WXEL 
television. 


In the western conference: 


e Chicago Bears—Standard Oil Co. 
of Indiana (D’Arcy) is sponsoring 
all the Bears games on 20 radio 
stations with WGN originating the 
play-by-play. Falstaff Brewing Co. 
is also sponsoring half of 11 away 
from home games of the Bears on 
ABC-TV in 23 markets. 

The other half of the games will 
be co-oped locally. Atlantic Refin- 
ing Co. is up again, with half of 
some of the ABC-TV coverage of 
the Bears games in Albany and 
Buffalo. 


e Green Bay Packers—General 
Tire and Rubber Co. (D’Arcy) will 
sponsor the ABC-TV coverage of 
the Thanksgiving Day game of the 
Packers and Detroit Lions at De- 
troit. Miller Brewing Co. will spon- 
sor a 52-station Wisconsin network 
radio lineup. 


® Baltimore Colts—National 
Brewing Co. (W. B. Doner & Co.) 
will pick up the tab for the Colts 
schedule on a 37-station radio 
hookup originating from WCAO. 
National will also sponsor the Colts 
vs. Packers game for telecast only 
in Baltimore. 


® Detroit Lions—Speedway Petro- 
leum Corp. (W. B. Doner & Co.) 
and Goebel Brewing Co. (Camp- 
bell-Ewald Co.) will sponsor ra- 
dio coverage of all games. Home 
games will originate from WJR. 

Telecasts of out-of-town games 
will also be sponsored by Speed- 
way and Goebel and will be over 
WJBK in Detroit and six other 
Michigan stations and one in To- 
ledo. 

The general manager of the 
Lions, Nick Kerbaway, told AA 
that the team no longer questions 
whether “professional football can 
live with tv. It’s a question,” he 
said, “of whether we can live with- 
out it. TV represents the difference 
between making and losing mon- 
ey.” 


® Los Angeles Rams and San 
Francisco 49ers—San Francisco 
Brewing Co. for Burgermeister 
beer (Batten, Barton, Durstine & 
Osborn) is sponsoring telecasts 
of the Rams and 49er games on 


COLORFUL CONTRACT—Edward R. 
Taylor, Motorola v.p. (left), and 
David H. Kutner, director of ad- 
vertising, seem pleased as they 
look over the contract they have 
signed to become one of the spon- 
sors of NBC’s hour-long daytime 
color show, “Matinee.” 


SLEEPERS—Robert Mitchum (an actor) listens as Mrs. 
Mary Nelson (a Washington housewife) expresses 
pleasure at winning the $20,000 (or $100 a month 
for life) first prize in the Sealy Inc. limerick con- 
test. Announcement of contest winners was made at 


an all-night Sealy “slumber party” in New York. 
Among the pajama-clad attendees at the party were 
“slumber sirens” like Ruth Gillis (a singer), Bar- 
bara Nichols (an actress) and the always-curious 
Ernie Kovacs (a tv comedian). 


f: fs 


KABC-TV, Los Angeles, and a 
varying number of other stations 
in California, Washington and Ore- 
gon with a maximum of 13. Bur- 
germeister is also sponsoring the 
radio broadcasts on KHJ, Los An- 
geles and some 45 stations of Don 
Lee in the West. 

Mutual has a lineup of 18 pro 
games, including most of the teams 
in both conferences being played 
all over, all of which are being 
sold locally by more than 300 sta- 
tions. 

The network has a similar line- 
up for the college games including 
six Miami games played at the 
Orange Bowl on Friday nights. All 
of these will be co-oped locally, 
except the Army-Navy game which 
Allstate Insurance Co. (Christian- 
sen Advertising Agency) will 
sponsor. 


® More on the collegiate lineup: 

The National Collegiate Athletic 
Assn. approved schedule of games 
(AA, Aug. 22) will be broadcast 
over NBC with General Cigar Co., 
Schick Inc. (Kenyon & Eckhardt 
Inc.) and Avco Mfg. Co. (Earle 
Ludgin & Co.) paying for one quar- 
ter of eight national and five re- 
gional games. 

Gulf Oil Co. (Young & Rubicam) 
is sponsoring one quarter of the 
national contests on 59 southern 
and southwestern stations. U.S. 
Rubber Co. of Mishawaka has 
picked up a quarter of some of the 
games. The fourth quarter is being 
co-oped in most areas. 

This week’s game—Stanford vs. 
Ohio State at Palo Alto—will be 
televised nationally on more than 
125 stations. 


® CBS kicked off its roundup of 
top university gridiron meets with- 
out a sponsor. The games are be- 
ing broadcast and sold locally. In 
Chicago, the Ford Dealers Assn. 
is sponsoring. 

On network radio, ABC, NBC 
and Mutual are broadcasting their 
selections of the game of the week 
on Saturday afternoons. 

ABC and Mutual are selling 
theirs on a cooperative basis while 
NBC presents its college lineup 
as a part of “Monitor,” with the 
usual “Monitor” participations 
available. 

NBC’s New York outlet for cov- 
erage is WINS. The network’s key 
station, WRCA, covers the Army 
games with Canada Dry Ginger 


Ale Inc. (J. M. Mathes Inc.) and) 


Curry Chevrolet, a local dealer, 
as co-sponsors. 


® CBS Television will broadcast 
five Saturday afternoons of col- 
lege games, with three scheduled 
regionally. 


| 


games co-op. Big Ten games will 
be seen in the Midwest; Pacific 
Coast conference teams will be 
covered in the Far West and vari- 
ous colleges will participate in the 
schedule in the East. 

Sponsors are lining up behind 
Notre Dame with its Irish football 
network in 145 markets. In South 
Bend, American Trust Co. will 
sponsor all the radio broadcasts. 
In other markets, they will be sold 
locally. 

Allstate Insurance Co. is spon- 
soring the Notre Dame games in 
New York over WMCA and Avco 
and American Trust will co-spon- 
sor three Notre Dame games with 
Iowa, Miami and Navy. 


® In Chicago, all the Notre Dame 
games will be sponsored on radio 
over WCFL by Oklahoma Oil Co. 
(Maryland Advertising Agency) 
and Richman Brothers (Lang, 
Fisher & Stashower Inc.). 

The before and after-the-game 
programs are being sponsored by 
Drewry’s Ltd. USA Inc. (MacFar- 
land, Aveyard & Co.) and General 
Cigar Co. (Young & Rubicam). 

Aliso, the Oldsmobile Dealers 
Assn. of Metropolitan Chicago 
(Richard I. Hirsch & Co.) is buy- 
ing one-minute spots before and 
after the Notre Dame games on 
WCFL. 

Also in Chicago, the Northwest- 
ern games will be broadcast over 
WIND for the 11th consecutive 
year. Sponsors this year are Coca- 
Cola Bottling Co. of Chicago 
(D’Arcy) and General Finance. 
These two companies sponsored 
baseball this summer and are look- 
ing to a year-round sports package. 

Sportsvision is syndicating a 
filmed “All-American Game of the 
Week” to stations throughout the 
country with a long list of local 
sponsors. 


McGraw-Hill Names Boone 
to Head Communications 

Julian H. Boone, since 1952 pro- 
motion manager of Power, a Mc- 
Graw-Hill publication, has been 
appointed director of the commu- 
nication and publicity department 
of McGraw-Hill Publishing Co., a 
new position. Frances Fisk, man- 
ager of the department since 1943, 
continues in that position under 
Mr. Boone. Growth of the com- 
pany has necessitated an expansion 
of the operations of the depart- 
ment, Donald C. McGraw, presi- 
dent, said, in announcing the ap- 
pointment. 

In 1944 Mr. Boone became pro- 
motion manager of spot sales for 
American Broadcasting Co. Two 
years later he joined the network 
promotion staff of Columbia Broad- 


Amana Refrigeration | casting System, and in 1947 joined 


Inc. (Maury, Lee & Marshall) is; McGraw-Hill as promotion man- 
sponsoring the last half of the|ager of Electrical World. He has 
schedule for the Midwest and Far| done considerable free lance writ- 


West. 


ing, and has edited several books 


Eastern stations can sell the| for McGraw-Hill Book Co, 


“You Solve the 
Problems, Mack 
Advises NARTB 


New ORLEANS, Sept. 30—Richard 
A. Mack, making his debut here 
last night as a speaker on behalf 
of the Federal Communications 
Commission before a broadcast in- 
dustry group, indicated that he 
will expect the industry to solve 
its own problems rather than sub- 
mit to direction by the commis- 
sion. 

Mr. Mack, who succeeded Frieda 
A. Hennock on the FCC (AA, July 
11), spoke at a regional meeting 
of the National Assn. of Radio & 
Television Broadcasters. “You have 
a lot of problems with your in- 
dustry changing as fast as it is,” 
he warned. 

“But I can promise you that, 
however tough the problems, they 
have to be solved, because next 
year you’re going to have a new 
set that will be just as serious as 
the ones you have now. 


w “In finding the solutions, you 
and the FCC are the only ones 
concerned and _ responsible,” he 
continued. 

“You have got to work out the 
answers and bring them back to 
the regulatory agency and tell us. 
You’re working with these situa- 
tions every day, and I’m looking 
to you to work out your own an- 
swers.” 

Mr. Mack said he was speaking 
from very little knowledge of 
broadcasting but with a_back- 
ground of nine years as a member 
of a governmental regulatory 
body. He was a member of the 
Florida Utilities Commission prior 
to his appointment to the FCC. 


® “T don’t know much about your 
business,” he said, “but I’m going 
to find out about it. 

“I’m not down here to abolish 
u.h.f. or make the aerials work the 
other way,” he added, presumably 
in reference to Commissioner Rob- 
ert E. Lee’s proposal for solving 
the u.h.f. dilemma (AA, Sept. 26). 

“Regulation is an ugly word, not 
only to you, but also to me. No 
American likes to be regulated,” 
he continued. 


® Pointing out that the FCC is a 
creature of the legislative branch 
of the government, he declared 
that “unfortunately, Congress and 
the state legislatures sometimes 
pass laws it is pretty hard for an 
agency—and the industry—to work 
with. 

“The result,” he said, “is a lot of 
litigation, which leaves the indus- 


try a little confused and the agency 
la little confused.” 
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It would take the 
entire automobile industry 
Over 2% weeks to produce all the new cars 


Newsweek families are buying this year* 


This is one of the reasons why, in 1955, Newsweek is carrying the advertising 


of all U.S. car manufacturers and featuring 18 out of the 21 makes advertised. 


Buick * Cadillac * Chevrolet * Chrysler * Continental * DeSoto * Dodge + Ford 
Hudson * Lincoln * Mercury * Nash * Oldsmobile * Packard * Plymouth * Pontiac 
Studebaker + Willys Jeep 


Newsweek 


SERVING AMERICA’S MOST SIGNIFICANT MILLION 


Newsweek readers 
will buy 358,626 
new cars this year. 
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Numerous Ways to Skin a Cat 


It is interesting to rediscover, practically every day, that ingenuity 
and invention are not dead, and that no one yet has learned all the 
possible ways to skin a cat. 

Our latest discovery of the essential creativity of the human mind 
is the result of leafing through Parade the other day and running 
onto a full-page advertisement of the Quaker Oats Co. 

The advertisement was not for Quaker products, although they 
managed to get mentioned incidentally in the text. It was for the 
“Quaker Blue Star Club,” which is now going to make it possible 
for you and me to produce “savings up to 40% on valuable and use- 
ful merchandise you want for your family.” 

The plan, the ad said, “is simplicity itself. Each time you buy a 
Quaker cereal, save the little blue star on the package... which 
counts just like money toward your purchase of all this merchandise.” 

So far, it sounds pretty much like ordinary premium promotions, 
But then the reader discovers that he can get a Remington “60” de- 
luxe shaver (Reg. $29.50 value) for “10 blue stars and $18.83.” Or a 
man’s or woman’s Benrus watch (“Regular $62.50 value”) for 10 
blue stars and “only $22.24.” And other merchandise in about the 
same ratio. 

A quick trip to the family kitchen discloses that the Quaker Oats 
package on our pantry shelf comes at two for 39¢ from the local 
chain store, which means that 10 such packages would cost $1.95. So 
for the purchase of $1.95 worth of Quaker Oats, I can save $10.67 on 
the price of a Remington shaver or $40.26 on the price of a Benrus 
watch. (And those 10 packages of Quaker Oats will fill up a heck of 
a lot of empty breakfasters, too.) 

Well, blow me down if I ever buy a 17-jewel Benrus watch (Reg. 
$62.50 value, including 10% federal excise tax) from a jewelry store, 
unless he’s selling them for $20, with a case of Cream of Wheat 
thrown in. 

Quaker calls those blue stars “good as money.” Boy, they make 
money look like waste paper. 


That Fussing About Motivation 


We have commented before on the fact that some of our research 
experts are too inclined to shoot off their faces in entirely unscientif- 
ic blasts at their fellow researchers, and the recent ruckus stirred up 
by Alfred Politz is a case in point. Mr. Politz combines a flair for 
research with a flair for colorful language; and whereas his flair 
for research is harnessed to scientific techniques, his flair for colorful 
language occasionally is exercised with no restraint whatever. 

Nevertheless, we are sympathetic with his outburst against moti- 
vation research. As we also have pointed out on occasion, the im- 
portant distinction between research of a statistical nature and 
motivational research is that anyone can verify statistics, but the 
indirect techniques of motivational research require interpretation, 
and it is altogether possible that the same set of basic raw data may 
be interpreted in diametrically opposite ways by two “experts” in 
the motivational research field. 

We have great faith in the value of psychological probing in 
depth. But we also suspect that, because of the need for interpreta- 
tion of findings and the fact that the science is still in its infancy, 
a great deal of pure, unadulterated balderdash has been passed off 
on gullible marketers as scientific gospel. 

Our recommendation to all and sundry is simple. Don’t let the 
scientific mumbo-jumbo throw you, and don’t develop an inferiority 
complex just because the motivationists’ conversation sounds like an 
out-loud reading of the Rosetta stone in the original hieroglyphics. 

Above all, keep an extra dose of good old-fashioned common sense 
around, and sprinkle it liberally on the findings before swallowing. 


Gladys the beautiful receptionist 


% 


—Jim Fleming, Outboard Boating Club of America, Chicago. 
“Quick! The man from Schweppes just came in!” 


What They're Saying 


What Do We Say to the World? 

Unfortunately, there is a ten- 
dency to credit or blame the Over- 
seas Information Program for the 
state of our relations with another 
country. That, of course, is un- 
realistic. Overseas information 
programs are no substitute for 
foreign policy—economic, military, 
and political. Anything we do in 
the U. S. that deviates from the 
ideals of freedom, equality, and or- 
derly justice may hurt us in the 
eyes of other people. The attitudes 
of other people towards us de- 
pend, as we have seen, on a variety 
of different factors, in which offi- 
cial overseas information plays 
only a part. In a democracy all 
problems flow back to the public 
for solution... 


—Edward L. Bernays, publicist and 
founder of the National Committee 
for an Adequate Overseas U. S. In- 
formation Program. 


I once laid down the dictum that 
the best, the safest principle to 
follow in fighting an ideological 
war, at least at this stage of our 
knowledge, is to follow the rules 
of shooting war: We must reach 
more people, more often, and with 
a better message than the enemy. 
Now if some genius can come for- 
ward and show us how to do this 
with the sum of money Congress 
is currently appropriating, then I 
can show this same miracle-work- 
er how he can become a million- 
aire overnight by performing a 
similar job for some of our big 
advertisers in this country... 


—George Gallup, public opinion an- 
alyst. 


First, let’s give the USIA its due. 
It is operated by a group of pro- 
fessionals of high competence and 
devotion. More important, it has 
achieved notable success in many 
ways and in many areas. One 
trouble is that the success of USIA 
is not readily visible to the naked 
eye. You can’t measure it in kilo- 
watt hours—as you can the power 
produced by a dam built abroad 
with American funds... 


—Leo Cherne, executive secretary, 
Research Institute of America. 


When Oliver Cromwell was pos- 
ing for his portrait he is quoted as 
saying to the artist: “Paint me as I 
am, warts and all.” It seems to me 
that here is the key to our prob- 
lem. Too much of our propaganda 


has been just that—propaganda— 
when the simple story of the 
United States would best serve. 
We can best talk to a world that 
knows all about us, warts and all. 
One of my favorite definitions 
of friendship is: “A friend is one 
who knows all about you, and 
likes you anyway.”... 
—Palmer Hoyt, editor and publisher, 
Denver Post. 


The foregoing are excerpts from four 
of the eight experts’ discussions of 
the Overseas Information Program in 
the Sept. 17 issue of Saturday Review. 


Hostile Professionals 

The professional decorating field 
has become a happy stamping 
ground for misfits of all kinds, 
among them a large number of 
homosexual males and ferociously 
aggressive females. With few ex- 
ceptions, these people are funda- 
mentally hostile to the normal 
purposes of homemaking; children, 
family life in general, are outside 
their range of interest. Moreover, 
they are working in a viciously 
competitive field and, whether 
they are genuinely gifted or mere- 
ly in it for the money, it leaves its 
mark on them. Their behavior is 
notoriously high-handed. It- sim- 
plifies their operation when they 
can undermine any confidence the 
client may have in her own judg- 
ment, and they have developed 
skilled techniques for reducing re- 
fractory customers to a pulp of 
submissiveness. For the least sign 
of opposition to their sometimes 
bizarre ideas, or the smallest pro- 
test about costs, the offending client 
is treated to temperamental flare- 
ups, studied insults, and, unless 
she capitulates instantly, further 
punishment by a variety of delay- 
ing tactics. 


—‘‘Decorating the Home,” by Milton 
R. Sapirstein, M. D., in collaboration 
with Alis De Sola, in the September, 
1955, issue of Harper’s Magazine. 


Maybe So 


The emotional push or promo- 
tion idea in fashion recognizes the 
fact that you do not buy a new 
dress, or a new suit, or a new hat 
because you need it; you buy it 
because you feel it will do some- 
thing special for you. It is be- 
cause of the desire to look prettier, 
more successful, that fashion is 
sold. Price is secondary. 


—Joan Gardner, promotion director, 
St. Louis Fashion Creators, speaking 
at the Women’s Advertising Club of 
Chicago. 


Advertising Age, October 3, 1955 


Rough Proofs 


Both Jim Linen and Col. John 
Paul Stapp, the subject of a Time 
cover story, seem to believe that 
“fortuitous” means “fortunate.” 

O Time, o customs! 


And a Chicago Tribune writer, 
reviewing a new Costain novel, 
says the leading character was 
“buying government consuls.” 

At a time when the British 
crown was frowning on slavery, 
too. 


A business publisher refers to 
the home building industry as a 
“bell weather,” but the belled 
sheep leading the flock isn’t usual- 
ly interested in the climate. 


The British appear to have taken 
the advent of television advertis- 
ing with remarkable calm. 

Fortunately they won’t have to 
worry about the possibility of in- 
tegrated commercials. 


Ralph Arnebergh, Los Angeles 
city attorney, says “the mere 
knowledge that the BBB, as well 
as the police department, is on the 
job is a deterrent to those who 
would otherwise engage in shady 
practices.” 

Nothing like a uniformed cop to 
support moral suasion. 


“As an eye-stopper,” says Bill 
Morgan, “sex is the adman’s in- 
dispensable ingredient.” 

The problem is how to stop the 
reader without taking his mind off 
the advertiser’s business. 


“Wooing a woman,” philoso- 
phizes the Chicago Tribune, “is 
like winning at golf. You’ve got to 
keep at it if you want a good 
score.” 

And as in golf, a good approach 
is a necessary part of the winning 
game. 


Rochester is keeping Buffalo 
meat and beer from being sold 
there, merchants of the latter city 
report, more in sorrow than in 
anger. 

Thus far no attempt has been 
made to keep Rochester cameras 
and films from being used in 
photographing Niagara Falls. 

~ 


“For your next board meeting,” 
suggests J. Walter Thompson, 
“should you, too, consider Paris?” 

A. Stein of Chicago should be a 
logical candidate. 


The $64,000 question is whether 
the producers of those variety 
shows are going to pay a royalty 
for their hilarious takeoffs on “The 
$64,000 Question.” 


Walter Guild says advertising is 
a profession cursed by amateurs 
who are paid for being profession- 
als. 

But it gets harder for them after 
the season’s averages for runs, hits 
and errors are in. 


The new Crosley transistor book 
radio, the ad says, weighs no more 
than the average novel. But they’re 
not talking about the 930 pages 
in Thomas B. Costain’s new two- 
‘tome opus. 


Copy Cus. 
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There’s no business like the FOOD business when it 
comes to a need for CONSTANT ACTION. That’s why 
Food Retailers put so much of their copy in THE 
INQUIRER. That’s why THE INQUIRER carried over 
1,000,000 lines of retail food advertising last year and 
scored a gain of 13%. For day-by-day action, put YOUR 
advertising where advertising pays... in the newspaper 
that’s FIRST FOR ACTION in Delaware Valley, U.S.A. 


First in National, Retail, Classified and Total Advertising. 


Che Philadelphia Mnguirer 


| Constructively Serving Delaware Valley, U.S.A. 


Prosperity Boosts Food Sales in 
DELAWARE VALLEY, U.S.A, 


4 


Food marketers do a booming business 
in Delaware Valley. Here, 1,381,000 
families account for nearly $1% billion 
in annual food sales—and still the 
Valley grows! 


Exclusive Advertising Representatives: West Coast Representatives: 
’ NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
| ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 


342 Madison Ave. 


20 N. Wacker Drive 
Murray Hill 2-5838 


Penobscot Bidg. 
Andover 3-6270 


Woodward 5-7260 


155 Montgomery St. 
Garfield 1-7946 


3460 Wilshire Boulevard 
Dunkirk 5-3557 
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enna (Chambers & Wiawall Adds 2 Ns eens pain” =" Do More Advertising, 
7 131,988 Owners or Partners =| Chambers & Wiswell, Boston, has | hanate 8 . Gi Distri ' 
pepe =|been appointed to handle adver- : igar Distributors 
15.824 Other corporate officers =| tising for Zippy Products Inc., Wo-|Lawrence Wells Joins Norge g 
» 311872 Branch Managers 2|burn, Mass., maker of Zippy starch} Lawrence R. Wells has been ap- Urge Manufacturers 

tarian and 90% of them 18.833 Work, Factory, Plant Managers 2 |and Zippy bleach. Television spots, | pointed to the new position of 

buy, specify or approve ra 12,556 Chief Engineers, Chemists and Directors of newspapers and trade publications home freezer merchandising man- New York, Sept. 27—Tobacco 
| 


Ta HMM ' 


These are the men who 
pay for and read the Ro- 


Research x : ivisi -|distributors aren’t at all ha 
. ee 21.973 Other Department Head will be used. The agency also has | ager of the Norge division of Borg “n nappy 
purchases of a a china 12524 Salaried Executives been named to handle advertising | Warner Corp., Chicago. Mr. Wells| with the advertising campaigns of 
supplies or services for 313.889 TOTAL circulation for Sterling Paint & Varnish Co.,|formerly was in the merchandising | Cigar manufacturers, according to 
their firms. Malden, Mass. A campaign using |section of Crosley-Bendix home |a report of a survey conducted by 


(Net Paid ABC 1 December, 1954) 
313,889 Average Total Net Paid ABC (Dec. 1954) 7 . ; 
newspapers, magazines and trade |appliances division of Avco Mfg.|the National Assn. of Tobacco Dis- 
Corp. tributors. 


The Rotarian, 1600 Ridge, Evanston, II!. 
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publications is being planned. R. 


Many distributors want more 
advertising. Others want more “ci- 
gar smoking ads” and less brand 
advertising. Still others feel that 
ad themes should be changed. 

One distributor told cigar man- 
ufacturers to take a long look at 
the cigaret companies. 

“The cigar people should make a 
thorough study of the history of 
the cigaret people and pattern 
themselves accordingly. More vol- 
ume, less unit profit, gigantic ad 
campaigns and complete’ and 


i thorough distribution is what we 
LET S need,” he asserted. . 


w Asked to choose the best ad 


media for cigars, 62.8% of the dis- 
: “a ‘ : : . . : ibut h } 46.5% 
SEP AR ATE It certainly isn’t stretching a point to mention who carries the weight in amanonanes Gh aris gee 
the bicycle business. Boys do. While that may be good news for bicycle ‘for magazines and 10.6% for radio. 
people, it’s also a tip-off on the kind of enthusiasm boys whip up for the __ Asked to comment on ways to 
THE BOYS things they like and want meres ae sererel —— 
° suggeste at advertising themes 
: : : : should stress (1) “nothing, but 
In the next ten years, the adult male population will remain static. But RENE Ga Ok cbt & canal but o 
boy population will go from 15,000,000 to 20,000,000. A vast market of cigar”; (2) “the pleasure of a real 
FROM first sales! The Point? Reach them now. Sell them early. smoke”; (3) “cigar smoking for 
relaxation” and for “enjoyment.” 
The survey, which was the first 


ever made for the tobacco industry, 
THE MEN also queried distributors on sales, 
brand status and general condi- 

tions in the industry. 


we One comforting fact revealed 
was that the 5¢ cigar is still hold- 
ing its own. The nickel cheroot is 
still responsible for 38% of the re- 
tail cigar business, just behind the 
dime version, which accounts for 
41%. 

Cigar stands, the traditional out- 
lets, aren’t holding their own so 
| well, though, with food stores tak- 
‘ing 17% of retail sales, drug stores 
/22%, bars and grills 20% and res- 
taurants 9%, compared to the 16% 
now being sold at cigar stands, the 
report states. 

And the big bear—the chain su- 
permarket—is creeping into the 
cigar selling fold, with 4% of the 
total sales last year. 

More than half of the distribu- 
tors queried by NATD did not ap- 
prove of supermarkets selling ci- 
gars. To the question, “Is the chain 
store-supermarket a desirable out- 
let for cigars?” more than half 
said, “‘no.” 


United Ad Inc. Buys Prairie 


_ United Advertising Inc., Denver 
outdoor advertising company, has 
purchased Prairie Advertising Co., 
Cheyenne, Wyo. United also has ac- 
quired a number of exclusive land 
rights through the purchase, and 
its territory now includes Colora- 
do, Wyoming, Montana, Utah, Ida- 
ho, Nevada, New Mexico, Kansas, 
Nebraska and parts of Texas and 
Oklahoma. Ann D. Wood, formerly 
owner of Prairie Advertising, will 
move to Denver to devote more 
time to an outdoor resort enter- 
prise and other advertising work. 


Wisconsin A. M. Assn. Elects 


Charles Dilday, display advertis- 
ing manager of the Kenosha News, 
has been elected president of the 
Wisconsin Advertising Managers 
Assn. Other new officers of the 
association, composed of represen- 
tatives of dailies from Wisconsin 
and Michigan’s Upper Peninsula, 
are Howard Colvin, LaCrosse Trib- 
une, Howard Soderberg, Iron 
Mountain News, and William 
Scrivner, Madison Newspapers 
Inc., v.p.s, and Kenneth Davis, 
Appleton Post-Crescent, secretary- 
treasurer. 
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EDITORIA LLY. ts Outstanding tpeieshil . 


Published by Piviliters For builders PRACTICAL BUILDER ae 
editorial fare helps builders do a better job in every 
phase of light: construction. There is no dihition of | o 
editorial service to make PB appeal to a cross-section 
ears | industry influences.“ PB reaches buyers (not’ = 
r. ~? influences} ¢. and seeves them’ eller: thas any other - 2 
} emer magazine. i es 3] 


BUILDER CIRCULATION. . . The Best! 


PRACTICAL BUILDER provides the best primary builder 
circulation .. . the most effective buying power. 83% 
of PB’s total is made up of primary builder circulation 
(what you need to make sales). This is by far the highest 
percentage of concentration in primary builder cate- 
gories of any builder magazine. 


LEADS tt ale 


a we ee : 


READER PREFERENCE... Far Ahead! 


Independent, unbiased surveys of reader preference 
consistently reveal PB as the industry’s preferred 
builder magazine. For instance, 800 builders responding 
to a survey by one of the nation’s ““Top 5” advertising 
agencies reported as follows: 


PRACTICAL BUILDER 43.6% 
House & Home 30.9% 
American Builder 21.8% 


Other 1955 surveys prove even greater PB preference. 


BUYING POWER. . . The Greatest! 


It’s the builder who buys! And PRACTICAL BUILDER is 
your key to a huge builder market of more than 82,000 
builders ... more. of .them in the decision-making 


_ categories than any other magazine. PB readers build 


7 out of 10 dwelling units;.do most of the remodeling 
and repair business ... the most important group of 


_... builders in the’entire light construction market. 


Sele sete 


ADVERTISING eae — 


More advertisers place more advertising in PRACTICAL 
BUILDER than in either of the other publications in the 
field .... direct evidence that advertisers know that PB 
is their plus buy? In the first 9 months of 1955, January _ 
through September, the totals show: 


PRACTICAL BUILDER 1866- 2/24 advertising pages 
House & Home 1847-22/24 advertising pages 


American Builder 1706 advertising pages 


ADVERTISING RESULTS... Proved! 


To advertisers who want to reach the entire Light Con- 
struction Market, PB is the only safe buy—the one 
magazine that returns maximum value for every 
advertising dollar invested. That’s why your advertising 
does more in PB, as hundreds of satisfied advertisers 
have testified. 


© Industrial Publications, Inc., Chicago 3. 
Also publishers of Building Supply News and 
other leading building industry magazines. 


NUMBER OF ADVERTISERS... More! 


More advertisers—by far—use PRACTICAL BUILDER 
than use any other magazine in the Light Construction 
Industry. Totals for the first 9 months of 1955 show: 


PRACTICAL BUILDER 596 advertisers 
American Builder 543 advertisers 
House & Home 472 advertisers 

More important, PB’s record of advertiser acceptance 


is always far ahead of the other publications—a con- 
stant preference. 


MOWEST RATES... 1he best buy 


PB delivers: the greatest buyingspewer and the most 


readership . . 
thousand-total primary -circulation”®: 


. both at the /owest cost te you. Cost per 
$10.27-for American. Builder, and $24.37 for House & 

Wo wonder .B. carriésethe ead volume of 
\dverlisiig — serves the largest number of-advertisers. 


*fased on 19-tfme BAW rales and fothll 1 Clundfiea- 
riers L and 2, June 30, 1965 ABC Publichers Statements. 


$9.67 for PB, pe 
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in the 
fraternal 


field! 


The Elks Magazine, with its 1,065,630 total 
net paid circulation (ABC Dec. 31, 1954) 
leads the fraternal field. In the last ten years, 
circulation has increased 45%, by far the larg- 


est gain of any fraternal publication. 


Largest circulation 
of any fraternal magazine! 


MAGAZINE 


New York * Detroit + Chicago + Los Angeles 


THE 


Breast O’ Chicken 
Tuna Ties In with 


Macaroni Week 


San Dreco, Sept. 27—Westgate- 
California Tuna Canning Co., mak- 
er of Breast O’ Chicken tuna, has 
scheduled an intensive ad cam- 
paign to tie in with macaroni mak- 
ers promoting National Macaroni 
Week, Oct. 20-29. 

The company will run ads in 137 
newspapers featuring a _ special 
recipe, Mac-O’Tuna casserole, to 
be made with Breast O’ Chicken 
and “favorite brand of macaroni.” 

Display cards showing the cas- 
serole and a recipe pad are being 
distributed to grocers. 

The campaign also calls for 
transit cards, tv and radio and b&w 
ads in Better Living, Family Cir- 
cle, Everywoman’s Magazine, Good 
Housekeeping, Western Family and 
Woman’s Day. 

Foote, Cone & Belding, Los An- 
geles, is the agency. 


Thomas Hopkins to R&R 


Thomas R. Hopkins, fermerly on 
the creative staff of J. Walter 
Thompson Co., has joined Ruth- 
rauff & Ryan, San Francisco, as 
creative director and member of 
the plans board for the agency’s 
San Francisco accounts. Mr. Hop- 
kins at one time was creative head 
of Biow Co., San Francisco. 


ABP Elects ‘Pipe Line’ 
Pipe Line Industry, published 


'by the Gulf Publishing Co., Hous- 


ton, has been accepted as the 158th 
member of the Associated Busi- 
ness Publications, after one year 
of publishing. 


YOU MIGHT DRIVE 3175 MILES IN 24 HRS.*— 


BUT ... you NEED WKZO-TV 
TO SPEED UP SALES 


AMERICAN RESEARCH BUREAU 
February, 1955 Report 
GRAND RAPIDS—KALAMAZOO 


IN WESTERN MICHIGAN! 


Nf aged I ee 


Advertising Age, October 3, 1955 


Getting Personal 


Happy new grandfather is Wes Nunn, ad director of Standard 
Oil of Indiana. Virginia Louise Nunn, his first grandchild, was born 
to Mr. and Mrs. Wesley Nunn Jr. on Aug. 25 in Evanston, IIL, 

Hospital . . 

: Helped in great part by 
\| mail room and production 
J employes, the Ted Bates & 
Co. softball team swept 
through the New York Ad- 
vertising League undefeated 
this season. The Bates nine 
won all 12 of its regularly 
scheduled games and then 
blazed through the playoffs 
by slaughtering Alfred Po- 
litz, 17-0, whipping Ruth- 
rauff & Ryan, 6-1, and 
blanking William Esty, 9-0. .. 

Christopher Cross, publi- 
city-promotion director of 
Grey Advertising, New York, 
has been invited to London 
to participate in the opening 
ceremonies of commercial 
television. He was formerly 
p.r. director of BBC, and pri- 
or to that, chief of U.S. ra- 
dio television, United Na- 
tions. .. 

Oct. 22 will be the big day 
for Bill Barborka of BBDO, 
Chicago. That’s the date set 
for his marriage to Nona 
Jane Everhart, in St. Mark’s 
Church, Evanston, Il... 

Although he had seven 
grandchildren, Joe Guenther 
of the Branham Co., Chica- 
go, had none named Guen- 
ther until Joe III appeared 
at Evanston, IIl., Hospital on 
Sept. 15... 


Benton & Bowles’ board chairman William R. Baker Jr. has ac- 
cepted the vice-chairmanship of the $400,000 Golden Jubilee fund- 
raising campaign for the Travelers Aid Society of New York. 
Irving M. Schoolman, advertising space salesman for Fairchild Pub- 
lications’ Daily News Record, has been elected president of the 
Metropolitan Assn. of the Amateur Athletic Union for 1955-56... 


New chairman of the advertising and publishing group for the 
United Hospital Fund’s 76th appeal is Vernon C. Myers, publisher 
of Look ... Burt Cochran, McCann-Erickson v.p. in the Los Angeles 
office, enjoyed himself recently, along with Mrs. Cochran, fishing 
in the North Platte River in Wyoming... 


Lester S. Olsen, president of Olsen Publishing Co., has been 
elected president of the Milwaukee Assn. of Commerce. He’s also 
president of the Graphic Arts and Advertising Guild, and is active 
in the Sales Executives Club 
and Milwaukee Adclub... 

John Vollbrecht, copywrit- 
er of McCann-Erickson, 
Chicago, and his wife, Ruth, 
have a new son, Kurt, born 
Sept. 10 at Lake Forest, IIL, 
Hospital. The baby is their 
fourth child... 

Here’s the note sent to 
Warren E. Kraft, senior v.p. 
and Seattle office manager of 
Honig-Cooper, accompany- 
ing flowers from Donald K. 
Weaver, president of Cres- 
cent Mfg. Co., a client of 23 
years, for the open house in 
the agency’s new Seattle of- 
fices: “Since °32, we've 


SIX-MONTH ODYSSEY—Back from 
Europe are Arthur C. Nielsen, 
president of A. C. Nielsen Co., Chi- 
cago, with Mrs. Nielsen and their 
daughter, Virginia, shown aboard 
the MV “Saturnia.” While in Eu- 


rope, the research executive 

launched an audience measurement 

service in Britain and opened new 

Nielsen marketing research offices 
in Lucerne and Dublin. 


mined your brain,/ And used 


= a your cranium to our net psi To arg ee sin Milton 
er Rating j ’ Tr T a canatnavian 
— , j , — gain./ We’ve watched you cnwartz ood 
WKZO-TV Station B WKZO.TV, Channel 3, is the Official Basic CBS Television grow snappier and snappier,/ Airways System plane at Idlewild 
MONDAY THRU FRIDAY Outlet for Western Michigan. With over half a million tele- And recently you're getting Airport en route to a European 
: _ . . p.m. 7 56 vision homes in 29 counties, this is one of America’s “top-20”| xrattier and Kraftier. / Your holiday. Mr, Schwartz is v.p. of 
anes AND Sains —— Y wombat oo og my eo poe Foote, Cone & Belding, Chicago. 
Wom. - 1! pm. 80 24 American Research Bureau figures, left, prove WKZO-TV's| SOWer/ In the fertile soil o 


an Ivory Tower.” The Krafty 

answer was: “Since °32 we've worked for you,/ On plans 
promoting Crescent./ Your glads and mums were TOPS, old chums,/ 
and your poem, our grandest present./ Within our gates, old Flavor- 
mates,/ We’ve all developed fevers,/ To help you sell and ring the 
bell,/ We’ll work like eager Weavers.” .. 


Max Hess, president of Hess Bros. Department Store in Allen- 
town, Pa., has received the Chevalier Du Merite Commercial for 
1955 from the French government for the “personal efforts and 
contribution you have made toward developing better economic 
relations between your country and France.” Presentation takes 
place this month in Washington... 


The Treasury Department has given the Minuteman and Flag 
Award, one of its highest citations, to CBS-Radio. Howard G. 
Barnes, v.p. in charge of network programs, accepted the award for 
the network. Individual President’s Prayer Awards were presented 
to Charles S. Monroe, manager of program writing, and program 
executive Louis Teicher for their “outstanding services” in behalf 
of U. S. Savings Bonds drives... 


tremendous popularity—not only in Kalamazoo and Grand 


NOTE: Survey based on sampling in the fol- Rapids, but in Battle Creek and Muskegon as well. 


& proportions — Grand Rapids (45%), 
Kalamazoo (19%), Battle Creek (19%), Mus- 


kegon (17%). Let Avery-Knodel fill you in! 


100,000 WATTS @® CHANNEL 3 ® 1000’ TOWER 


KZ0-TV 


Kalamazoo and Grand Rapids 
Avery-Knodel, Inc., Exclusive National Representatives 
* Donald Hea'ey and a five-man team set this world’s record in an Austin-Healey 100-S, in August, 1954. 


. a a 


the Belyer SVlations 


WKZO.TVY — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN.TVY — LINCOLN, NEBRASKA 

Associated with 
WMBD RADIO — PEORIA, ILLINOIS 
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Newspaper Linage 
Will Gain 11% Over 
‘54, Wyman Predicts 


New YorK, Sept. 27—Total 
newspaper advertising will register 
an 11% gain over 1954—thus scor- 
ing a greater linage increase in one 
year than in the last five years 
combined, according to Herbert 
G. Wyman, v.p. and advertising 
director of the Pi‘tsburgh Post- 
Gazette. 

Mr. Wyman, who made his pre- 
diction before the 8th annual meet- 
ing of the Institute of Newspaper 
Controllers and Finance Officers, 
also forecast that 1956 would see 
a gain of better than 7% above 
this year’s total. 

While the outlook for advertis- 
ing is bright, newspapers are still 
having trouble keeping costs down 
to the point where there can be 
fair profits, Cranston Williams, 
general manager of the American 
Newspaper Publishers Assn., told 
the session. 

Rising costs are the No. 1 prob- 
lem of the business, he said. News- 
print costs have gone up 104.8% 
since 1945 and wage scales in the 
five newspaper craft unions have 
zoomed from 89.8% to 128.3%, he 
added. 

Pointing out that publishers are 
looking for more ways to increase 
their efficiency and reduce costs 
of publication, Mr. Williams said 
the ANPA has supplied its mem- 
bers with 294 different cost saving 
ideas. 


s “Some publishers,” he told the 
meeting, which was attended by 
more than 200 newspaper financial 
executives, “have recently ex- 
pressed their concern over the 
large number of associations in 
the newspaper business. They are 
not so concerned about the amount 
of dues they pay to all these as- 
sociations but they do worry about 
the amount of time their execu- 
tives spend attending meetings, 
taking them away from their op- 
erating responsibilities.” 

A. V. Miller, treasurer of the 
New York Herald Tribune, de- 
clared that in his “considered 
judgment,” newspaper publishers 
“generally are underrating the val- 
ue of the advertising vehicle they 
are making available to their ad- 
vertisers.” 

“I hope a trend toward revalu- 
ing will develop,” he added, “with 


WAY 


UNITED COMMUNITY CAMPAIGNS 


|a resulting increase in advertising 
/rates in many instances.” 

He said that many newspapers 
today could not afford even a 5% 
decrease in their advertising vol- 
ume. At the same time, he called 
for more automation in the news- 
paper business. 

Robert P. Hunter, secretary- 
treasurer of the Birmingham News 
& Post Herald, was elected presi- 
dent of the institute. He succeeds 
Herbert E. Hetu, secretary-con- 
troller of The Herald, Sharon, Pa. 


Doran Joins, High Leaves 
Fielder, Sorensen & Davis 
John F. Doran, formerly with 
Hudson Tubes Advertising Corp., 
New York, has joined the sales 


staff of Fielder, Sorensen & Dav-| 
is, San Francisco transit agency. | 


He will be account supervisor for 
New York Subways Advertising 
Co. and Mutual Transportation | 
Advertising, two markets repre- 
sented by Fielder, Sorensen. 

Gavin N. High, a sales executive 


with Fielder, Sorensen & Davis | 
since 1946, has resigned. He has | 
not yet announced his future plans. | 


DeSoto Sponsors Mrs. America 

DeSoto division of Chrysler 
Corp. has joined the American 
Gas Assn. and Better Living as 
a primary sponsor of the 1956 
Mrs. America, and DeSoto has 
been designated the official and 
exclusive Mrs. America family car. 
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OIL: More than 12,000 wells in 

Lubbock’s retail trade zone produce 

$375,000,000 oil annually! 
COTTON: Lubbock’s South 


Plains supply 10% of the 
Nation’s cotton! '54 crop brought 


Dey over $278,000,000! 
. CATTLE: Lubbock Market live- 


stock add $30,000,000 to gross 
farm income! 


/ALANCHE- JOURNAL 


CIRCULATION OVER 54,000 
Represented Nationally by TEXAS DAILY PRESS LEAGUE, Inc. 
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© Representing Daily Newspapers Only 


area 


more ‘than ever -- the 
station in the 
San Joaquin Valley 


Added NBC shows give KMJ-TV program- 
ming more audience pull than ever — make 
this station a better-than-ever-buy. 


KMJ-TV is this area’s FIRST tv station in 
447,000 watts 


Viewer survey shows KMJ-TV 
reception is rated most satisfac- 
tory and snow free in the Fresno 


KMJ-TV was the first local sta- 
tion equipped to transmit net- 
work color shows and has pre- 


sented them on a regularly 
scheduled basis. 


Paul H. Raymer, National Representative 


KMJ-TV 


FRESNO, CALIFORNIA 
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Got goods to sell? 
Put your a 


Over 125 million consumers travel the streets and highways of America every 
day, winter and summer. And they all see outdoor advertising! That’s why 
your best buy is the big board. For frequency . . . flexibility . . . coverage 
and color . . . at lowest cost, no other medium can match the power and 
economy of Outdoor Advertising. It delivers an immense circulation at the 
rate of only 15c per thousand for the average national campaign. 
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BBDO Moves Office, Names 2 
Batten, Barton, Durstine & Os- 
born moved its San Francisco of- 
fice to larger quarters in the new 
Equitable Life Bldg. Oct. 3. George 
W. Green, formerly managing edi- 


tor of Western Advertising, has 
been appointed a copywriter in 
BBDO’s San Francisco office. Pat 
Kater, previously with Elwood J. 
Robinson Co., has been named to 
the Los Angeles staff of BBDO. 
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YOUR BEST SALESMAN 


IN THE $443 975,000* QUAD-CITY MARKET 


DAVENPORT NEWSPAPERS 


FIRST in advertising lineoge 


4 


in the Quod-Cities 


Morning Democrot 


Headquarters: Davenpert, lowa 


FIRST in advertising lineage 
IN ALL IOWA! 
Sunday Democrat & Times 


Represented Nationally by JANN & KELLEY, INC. 


FIRST in Quad-City 
circulation 


Evening Daily Times 


*Copr. 1954 Sales Mgmt. 
Survey of Buying Power 


A Lot Rides on ‘Lucy’ as Britain 
Warms Up Its Commercial TV System / 


(Continued from Page 2) 
a front-page story from New York 
headlined: “The boss cancels tv 
‘Lucy’ contract.” It was on Philip 
Morris dropping two big commer- 
cial tv contracts, including “I Love 
Lucy.” 

“Philip Morris was following 174 
advertisers who pulled out of tv 
last year,” the Express said. 

In itself, this was pessimistic 
enough for the advertisers who 
have supported the new venture. 
More telling, however, was the fact 
that “I Love Lucy” is the biggest 
weapon in the armory of commer- 
cial tv in Britain. 

If Lucille Ball doesn’t win over 
the BBC customers, it will be a big 
setback for the new baby. The 
American star, highly popular here 
for her movies during the war, is 
the answer to the top family shows 


of the BBC. 

Of course, “Lucy’s” importance 
means more sneers from the critics 
that commercial tv will be an 
“Americanized” affair. As it hap- 
pens, American content will be 
kept to 10%. 


es Apart from “Lucy,” Britons will 
see “Dragnet,” Liberace, “Hopalong 
Cassidy,” American topliners like 


Guy Mitchell appearing at the}, 
London Palladium, and even Evan-|: 


gelist Billy Graham. There will be 
a British adaptation of “In the 
News,” “Four Star Theater” and 
other American tv shows. 

Commercial tv chiefs are quietly 
confident of success, despite the 
fact that advertisers will be asked 
to pay up to six times the cost of 
press advertising in the initial 
stages. 
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“TINGLING-FRESH’ 


- and that means healthy gums 


EPOCH-MAKING—Historic first plug 
in Britain’s commercial tv opera- 
tion was a cake-of-ice sequence 
for Gibbs’ SR toothpaste (Young & 
Rubicam). Shown above is a b&w 
newspaper page from the same 
campaign. 


Meet Toyonobu Domen, president of Japan’s Ajino- 
moto Co. His interests range from welfare problems 
and globe-trotting, to golfing with his attractive wife 


Graduate of a U.S. university, Mr. Domen is active in 
civic and trade affairs. He is shown here at the head 
of a businessmen’s group visiting Formosa 


f \ 
FO 


Ajinomoto Co. is one of Japan’s leading chemical pro- 
ducers. Its chief product is Aji-no-moto, or monosodi- 
um glutamate, a widely used food seasoning 


An authority on home and overseas markets, Mr. 
Domen advertises in several editions of Reader’s 
Digest. He has been a Digest reader for years, too 


A Formula for Business Success 


Toyonobu Domen used keen knowledge of markets 
and media to double his company’s sales! 


In 1946, when the Japanese Read- 
ers Digest made its first appear- 
ance, leading businessmen like Mr. 
Domen quickly recognized the 
Digest’s value for rebuilding do- 
mestic and overseas sales. 


Since the end of World War II, 
the Ajinomoto Company’s sales 
have doubled. Mr. Domen says, 
“Our advertising in Reader’s Digest 
has been a major factor in building 


increased sales for Aji-no-moto, 
both here in Japan and in our most 
active export markets. We are cur- 
rently using five additional editions 
of Reader's Digest in overseas mar- 
kets besides the highly popular 
Japanese-language one. 

“I have great faith in Reader's 
Digest both as an advertiser and a 
reader. I’m sure most people share 
that faith,” Mr. Domen adds. 


Faith in Reader’s Digest is com- 
mon to readers—and advertisers — 
the world around. In virtually every 
market where it circulates, Reader’s: 
Digest is bought by more people 
with proven purchasing power than 
any other magazine. 


Reader’s Digest 


International Editions 


This big new venture—the ma- 
jor development in advertising 
here for decades—is a monolithic 
offspring of bitter political battles 
between the Conservative govern- 
ment and the Labor party opposi- 
tion. As one commentator put it, 
commercial ty has its feet firmly 
planted in private enterprise, and 
its head in the clouds of state con- 
trol. 

At the top is the Independent 
Television Authority, whose 10- 
member governing committee is 
appointed by the Postmaster-Gen- 
eral. His department office is the 
equivalent of the Federal Com- 
munications Commission in Wash- 
ington. The ITA builds and owns 
the stations and acts as watchdog 
over the manners and morals of 
the programs. 

In the middle is a series of spe- 
cially-created private companies, 
or “program contractors,” who rent 
the stations and produce the en- 
tertainment. Their sole source of 
revenue is from advertisers. 


® These advertisers, at the bottom, 
buy time for their plugs from the 
contractors. Ad agencies step in 
here; they reserve the time and 
produce the commercials with the 
help of a wide range of technical 
services offering studio facilities 
and expert knowledge. 

The advertisers have no say in 
the content of the programs, and 
there is no planned connection be- 
tween the show preceding or fol- 
lowing a commercial. One-minute 
and 30-second advertising films 
are the most popular plugs, but 
there will also be time signals, 
Stills, live ads like marketing fea- 


tures for housewives, and an- 
nouncements. 
No programs are sponsored. 


Commercials must be recognizably 
separate from the programs, 
“clearly distinguishable as such,” 
and must not occupy more than 
six minutes in every hour telecast, 
or 10% of total air time. Cost of 
a minute spot ranges from $1,000 
to $2,800 at peak. 


® At first, during the long struggle 
in Parliament to get the Commer- 
cial Television Act passed, there 
were 98 applications for operating 
licenses from contractors. The 
number shrank to 28 by the time 
the act became law. Of these, only 
six met the (unofficial) qualifi- 
cation of a minimum capital of 
$7,000,000. 
Four were chosen by the ITA 
to run the London service, now 
operating, the Birmingham station, 
opening next spring to cover the 
British Midlands, and the Man- 
chester station, opening next fall 
for the North. 

These four program contractors 
are: 

1. Associated-Rediffusion, which 
will produce midweek (Monday 
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through Friday) programs on the 
London station. It is a combine 
of Associated Newspapers Ltd 
(London Daily Mail group) and 
British Relay Services, or Rediffu- 
sion, a radio and tv relay concern. 

2. Associated Broadcasting Co., 
the biggest of the four and the con- 
tractor for the weekend in London 
and the midweek Birmingham 
programs. It is controlled by im- 
presario Prince Littler and four 
Birmingham newspapers. 

3. Granada TV Ltd., to operate 
the Manchester station on week- 
days, is in the hands of entertain- 
ment interests under the director- 
ship of Sidney L. Bernstein, a 
movie mogul. 

4. Associated British Cinemas 
TV, to operate from Manchester 
and Birmingham at weekend. 
Warner Bros. of Hollywood holds 
the largest block of shares (35%). 
The four Birmingham newspapers 
above also have an interest. 


® Two of the contractors—ABC 
and ABC (TV)—are now engaged 
in a wrangle over their similar 
titles; they have agreed to settle 
out of court to avoid placing com- 
mercial tv under a cloud of inter- 
nal dispute. 

There is a separate Independent 
Television News (ITN), set up 
jointly by ABC and A-R to give 
viewers impartial, balanced news 
commentaries. It is headed by 
Aidan Crawley, former Labor 
member of Parliament who has 
worked with Ed Murrow—and 
learned much from him. 

Eventually, there will be more 
contractors until 25 stations cover 
every corner of Britain. The ITA 
will then multiply stations so that 
the public has a choice of more 
than one commercial channel as 
well as the BBC. 


® This of course depends on the 
financial success of the first oper- 
ations. A great deal of money has 
been staked, and it will be some 
time before the project is viable. 
The two London contractors alone 
have invested some $7,000,000 each 
in capital equipment, another $1,- 
500,000 each on programs and con- 
tracts, and will pay something like 
$3,000,000 each to ITA in rentals. 

The Director, magazine of busi- 
ness, estimates advertisers. will 
spend a total $50,930,000 in the 
first year’s life of the London sta- 
tion, of which 20% will represent 
production costs and the rest will 
go to the contractors. 

This is a high price to pay when, 
at present, the number of London 
sets able to receive commercial tv 
does not exceed a half million. The 
question posed is whether the con- 
tractors can maintain the initial 
heavy demand for peak time. 


® There are already indications 
that the demand has eased. This 
week both London contractors of- 
fered facilities for five-second stills 
at an average cost of $140 at peak 
time. 

Some of the critics here—and 
they are many—predict that ad- 
vertising revenues will prove in- 
adequate, which would mean state 
subsidies to keep the alternative to 
the BBC operating—the basic rea- 
son why commercial tv was adopt- 
ed. 

In that case, say the critics, ex- 
isting controls would have to be 
relaxed to attract more advertis- 
ing revenue. 

One thing is clear; commercial tv 
still has to sell itself. As Harry 
McMahan, of McCann-Erickson, 
New York, pointed out in an article 
in Britain’s Commercial Television 
News: 


s “British commercial tv is faced 
with a strange paradox. It has 
been sold, successively, to Parlia- 
ment, the program contractors, the 
advertising agencies and the ad- 
vertisers—yet no one has formulat- 
ed a positive campaign to sell it 
to the one group that will make it 
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practically successful: the public.” 
Mr. McMahan, author of “The 


-| Television Commercial,” found on| © 
a four-week visit to Britain that| © 
“many in the industry are taking| ‘ 


it for granted that commercial tv 
is going to succeed of its own 
volition.” 


Porterfield to Handle Florida 
Avocado Account for Grant 
Grant Advertising, Miami, has 
named R. V. Porterfield to be ac- 
count executive on its recently ac- 
quired Florida Avocado & Lime 
Commission (AA, Sept. 12). 
Advertising for the account will 
be conducted locally this winter 
with the idea of preconditioning 
the 5,000,000 tourists who will vis- 
it the state. By next spring and 
summer advertising will be ex- 
tended to the North. At that time, 
fruit will be in season and in 
greater demand, Grant reports. 
The commission is currently as- 
sessing 10¢ per bushel on limes 
and avocados for promotion and 
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S&W Names Sale S.M. Mr. Sale formerly was associated 

Merrell Sale has been named| with the California Walnut Grow- 
general sales manager for S&WJ|ers Assn., Los Angeles, most re- 
‘Fine Foods Inc., San Francisco.|cently as sales manager. 


Goll Doctors 


America’s Most Influential Medical Journal 


When one medical journal is selected as a basic 
medium by most leading medical advertisers you know 
that journal must be a powerful advertising force. 

For the thirteenth consecutive year Modern Medicine 


LEWIS G. VAN AKIN, formerly VP. 
secretary and a director of Ander-| 
son & Cairns, and before that exec. 
v.p. of Anderson, Davis & Platte,| 
until it merged with the Cairns 
agency in 1950, will become exec. 
v.p. of J. M. Hickerson Inc., New 
York, Oct. 15. 


has carried more advertising than any other monthly or 
semi-monthly medical journal in the world. 


Reaches 139,822 
physicians (every 
practicing phy- 
sician in the 
U.S. under 65.) 


MODERN MEDICINE 


Minneapolis « New York « Chicago « Los Angeles « San Francisco 
in Canada: Modern Medicine of Canada 


advertising among the state’s fruit 
growers. 
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~ How to sell a 


‘PERIPA => 
Texan 


Texans are just naturally peripatetic’. 
_ They take to the highway like a duck does to water. They drive to work, 
to play, to shop, to visit. . . in air-conditioned Cadillacs . .. in middle-aged 
family cars . ... in windblown sports models. 
in North Texas, believe it or nut, there are more cars than there are families, 
and 640,000 of these cars have radios. The average car radio is used 544 hours a week and 
by far the great majority of them are tuned to WFAA. 
By its creative approach to programming, WFAA has become the listening habit of 
North Texas, where people travel more, listen more, make more, spend more. 
If you have anything to sell these folks, the surest way to reach them is on WFAA. 
For more details see your Petry man. 
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Alex Keese, Monoger 
Geo. Utley, Commercial Manager 
Edward Petry & Co., inc., Representative 


> 
~|\ Free-wheeling, to you. 


Highlights ef 1955 Whan Report 
WORTH TEXAS Listening Habits 


Weekly out-of-home listening time per family ......... 10 heurs 
Number car radies . $40,000 
Drivers whe listen te car radis 55% 
Average weekly use of each car radie 5% heurs 


Source: North Texas Radio Audience of 1955 
Dr. F. L. Whan, Kansas Stote College 
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| when NBC’s affiliation agreement , lation offices will remain in Xetch-, Advertising support will expand 
with WGR-TV, Buffalo, expires. ikan. Mr. Tobin cited rising labor | from local to regional and nation- 

and transportation costs and ex- al. Ariel Merrill, president of Milk 
‘Alaska Sportsman’ Moves cessive territorial taxes as causes | Foods, said it is expected the prod- 


Tareyton Sponsors ‘Justice’ 

“Justice” will return to NBC-TV 
Sunday, Oct. 2, at 10:30 p.m., spon- 
sored by American Tobacco Co. 
for filter tip Tareytons. M. H. 
Hackett Co., New York, is the 
agency. 
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NRA’‘s Isbell Outlines N8C Buys WBUF-TV 
National Broadcasting Co. has 
Co-op Push for Brand received approval from the Fed- 
eral Communications Commission ; - 
Foods, Restaurants ‘to purchase WBUF-TV, Buffalo. Printing to Chicago _for the move. uct will be in 100 markets by the 
/NBC immediately announced plans) Emery F. Tobin, editor, pub- end of the year. 
Wuire SutpHuR SprINGs, Sept. | to expand the facilities of the sta- lisher and founder of the Aluska| Milk Foods Names Stebbins 
27—A program which includes | tion, now operated by Sherwin’ Sportsman, has announced he in-| to Launch Hauser’s Cheese 
popularizing the use of adver-| Grossman.’A new transmitter with tends to dispose of his Ketchikan,| Milk Foods Inc., Modesto, Cal., 
tised foods in top-flight restau- 4 power output of 469,000 watts Alaska, printing facilities and will) has named Hal Stebbins Inc., Los 
rants was outlined here last week | wi} be built. WBUF-TV will begin print the magazine at the Lake-| Angeles, to handle a national cam- 
before the annual meeting of the! to carry a number of network pro-| side Press division of R. R. Don- paign for a new product, Gayelord 
Tea Assn. of the U.S.A. — grams but will not take the full|nelley & Sons Co., Chicago. | Hauser’s cottage cheese. Sales will 
Marion W. Isbell, president of| network service until August, 1956,! Advertising, editorial and circu- be through dairy franchise holders. 
the National Restaurant Assn., 


said the program also has these 
objectives: 

1. To provide tie-in merchandis- 
ing through food service outlets. 

2. To provide a vehicle through 
which to publicize restaurant rec- 
ipes involving promoted products. 

3. To sell the idea of more fre- 
quent eating out. 

4. To build the prestige of the 
restaurant industry. 

“This adds up to a whale of a 
new opportunity for advertised 
brands and industry associations in 
both the food and equipment fields 
to sell more merchandise,” Mr. 
Isbell said. 


s “Our plan at the moment is to 
launch in 1956 at least three major 
industry promotions.” These are 
individually designed as: 


® February—“Family Dine-Out 
Month,” a big nationwide pre- 
Lenten promotion, telling families 
to “feast before the fast.” 


® June—“Drive and Dine” promo- | 
tion, kicking off the summer with 
a drive capitalizing on the out-of- 
doors season and tying in with 
the motor car industry, gasoline 
companies, etc. 


rr Et OTS TORS. “1§ IT PAID?” 


® November—“Holiday Time Is 
Eat-Out Time,” just. in advance of 
Thanksgiving and Christmas, cap- 
italizing on the season of festive 
dining out. 


“Offering these promotional 
ideas to individual suppliers and 


-|- 1S FOR AUDIT 


associations in the food field,” he 
said, “is not a one-way street. Our 
promotional plan for increasing 
the total restaurant volume in- 
cludes NRA promotion through 
local and state associations, right 
down to the cash register in every 
restaurant.” 

He added that his association 
wanted suppliers to get more vol- 
ume, but that this could come “on- 
ly when we, as an industry, get 
more volume.” 

“We are not expecting any indi- 
vidual company or association to 
do anything more than devote 
some part of its normal advertising 
budget to the promotional pro- 
grams I’ve outlined,” Mr. Isbell 
continued. 

“In other words, this would not 
necessarily increase your adver- 
tising budget. Rather it would 
channel some of the regular adver- 
tising you do to selling the public 
on the availability of your prod- 
uct in the nation’s fine restaurants 
as well as in the normal retail 
outlets. 


® “This would merely involve 
tying some part of your advertis- 
ing into the slogans and theme of 
the restaurant industry, and per- 
haps developing a sales program 
for your own organization which 
would carry your participation 
right down to the restaurant out- 
let,” he said. 

Mr. Isbell cited Kraft, Swift, 
Standard Brands, Heinz, General 
Foods, Pabst, Kellogg and Inter- 
national Silver as national adver- 
tisers who “are already working 
closely with NRA through adver- 
tising, industry relations programs 
and educational programs.” 


Hassold Joins Hickerson 

Eugene V. Hassold has joined J. 
M. Hickerson Inc., New York, as|} 
art director. He formerly held 
similar positions with American 
Magazine and Compton Advertis- 
ing. 


The Audit Bureau of Circulations audit 
of a magazine is a standard measure- 
ment, verified by a standard, impartial 
method of checking. 

The reports of semi-annual audits of 
the entire subscription list are published 
in ABC statements which tell you how 
many people subscribed, what they do, 
where they are, how much they paid, 
how subscriptions were obtained . . . and 


a score of other important facts to help 
the advertiser make intelligent media 
decisions. 

The ABC audits PAID magazines . . . 
whose circulations can only be built and 
maintained by people who want the serv- 
ice, and whose subscribers constitute a 
self-selected, interested and editorially 
conditioned audience that is responsive 
to intelligently planned advertising. 


WHICH IS WHY IT PAYS TO ASK...“IS IT PAID?” 


People do not read business magazines 
for entertainment, but for news of their 
industry, and for ideas to help them 
with their jobs. 

Before a prospective subscriber sends 
in his check (or asks his company to send 
in its check) he must be convinced that 
the publication will provide the type of 
reading he feels he needs. 

The acceptance of a subscription es- 
tablishes a contractual relationship be- 
tween the reader and the publisher. Be- 
cause the reader shares the cost of pub- 
lishing, the publisher must see that he 


- 1S FOR BUSINESS PUBLICATIONS 


gets the magazine for the life of the 
subscription, and the editors must main- 
tain the interest of the reader. 

Without reader interest, the publisher 
of a paid-for magazine can’t get circula- 
tion. Without circulation he can’t get 
advertising . . . and without advertising 
he goes out of business. 

Conversely, new subscriptions and re- 
newals are an indication that a publica- 
tion is wanted by readers. Evidenced by 
cash-in-advance subscriptions, such 
reader interest makes the magazine an 
excellent advertising medium. 


ANOTHER REASON WHY IT PAYS TO ASK...“1S IT PAID?” 
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Fashion Promotion 
Needs Emotion Push, 
Says Joan Gardner 


Cuicaco, Sept. 27—“It is time we 
realize that the long drive in fash- 
ion needed to carry an idea from 
the designer’s drawing board, 
through the manufacturer, and 
finally to the salesgirl, must have 
an emotional pitch,” Joan Gard- 
ner, promotion director of St. 


cago last week. 


Miss Gardner, who was named) 


Advertising Woman of the Year by 
the Advertising Federation of 
America last June, explained: 

“All of us know the girl-meets- 
prince formula that Cinderella in- 
troduced and the mountains of cos- 
metics, gallons of dietetic foods, 
miles of travel tickets and carloads 
of soap which it has sold. But turn 
the pages of your favorite maga- 


‘Louis Fashion Creators, told the|zine or newspaper, and notice how) 


‘Women’s Advertising Club of Chi-/little it has been used to move 


fashion. 


“The emotional push or promo-| 


tion idea in fashion recognizes that 
you do not buy a new dress, a new 


suit or a new hat because you)! 


need it—you buy it because you 
feel it will do something special for 
you.” 


Price, she feels, is secondary. 

In depicting the St. Louis fash- 
_ion market as a major market, par- 
ticularly in junior and misses 
apparel, Miss Gardner said the suc- 
cess of the first junior line, experi- 
‘mentally developed by the teacher 
in costume design at Washington 
University for one manufacturer 
early in 1930, provided the idea for 
the growth of this market. And the 


ws Miss Gardner feels it is because | St. Louis fashion story has subse- 
of the desire to look prettier, more|quently been linked closely to 
successful, that fashion is sold.| Washington University, she said. 


1 


| OF PAID CIRCULATION 


- 1S FOR CIRCULATION COVERAGE 


Circulation value is not merely a ques- 
tion of quantity, but of quality. 

The surest way to reduce waste circu- 
lation in a business publication is to ask 
readers to pay for the magazine and 
eliminate those who won’t. That is what 
audited, paid publications must do if 
they are to stay in business. 

When paid subscriptions come up for 
renewal, “dead” names are automatically 
purged from an ABC publication list . . . 
not merely those who aren’t there any 
more, but those who are no longer inter- 


ested in the publication. The ABC pub- 
lisher cuts them off his list. He has to, for 
arrears show up on an ABC audit. 

In the very act of renewal, subscribers 
record any changes in title, addresses 
or occupancy of position. This provides 
a continual, systematic and automatic 
check on the entire subscription list. 

This paid-subscription form of opera- 
tion insures valid, vital circulation . . . 
and assures the advertiser that in a paid- 
circulation publication the reader is al- 
ways the boss. 


WHICH IS STILL ANOTHER REASON WHY IT PAYS TO ASK...“1S IT PAID?” 


OCTOBER IS ABC MONTH 


This month marks the 41st anniversary of the Audit Bureau of 
Circulations . . . a voluntary, non-profit, cooperative association 


of over 3,600 advertisers—advertising agencies—and publishers 
of newspapers, general magazines and business publications. 
We of McGraw-Hill want to take this opportunity of congratu- 
lating the ABC for having performed its function so consistently 
and conscientiously that the ABC emblem has become a hallmark 
of honest circulation standards, advertising value and reader 


approval. 


We are proud of the fact that 34 McGraw-Hill Business Pub- 
lications have earned the right to display the symbol of member- 


ship in the ABC. 
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Describing the junior dress mar- 
ket, Miss Gardner portrayed it as 
beginning with today’s teenager— 
who is informed on fashion trends 
vand makes her own decisions on 
what to wear and what to buy. 

“She is our market from the day 
she turns 13 until long after—for 
we in St. Louis say that young 
fashions are not for an age, but for 
the young in heart.” 


e Summarizing the promotion ef- 
forts of the St. Louis fashien in- 
dustry, Miss Gardner said, “we ap- 
proached our problem of presenting 
the St. Louis story as you would 
an advertising campaign, and each 
year developed activities that 
would carry us a little farther to- 
ward the goal of becoming and 
holding our place in the sun as the 
young fashion center of the coun- 
try.” 

Miss Gardner observed that ac- 
ceptance of fashion today depends 
largely on the news pages and 
pages of editorial opinion. 

She quoted statistics from recent 
tabulations shewing that only sev- 
en of the 254 national advertisers 
spending more than a million dol- 
lars annually are in clothing, cloth- 
ing accessories and fabrics; ef the 
national advertisers on radio, only 
feur are from the apparel industry; 
on television, only 12. 

“Thus news coverage has been 
the first objective,” she said. “Even 
our own office has confined its paid 
advertising to the trade press and 
to direct mail to retailers through- 
out the country.” 


Olympic Begins Fall Drive 

Olympic Radio & Television Inc., 
Long Island City, N. Y., will begin 
its fall consumer advertising 
schedule with a half page in the 
Oct. 3 Life, to be followed by oth- 
er insertions in Life and Esquire, 
The New Yorker, The Saturday 
Evening Post, The Saturday Re- 
view and Time. Headlining the 
copy will be “All 3 for the price of 
TV alone,” referring to the 3-way 
radio-television-phonograph com- 
binations. Trade publication sched- 
ule includes Electrical Merchandis- 
ing, Mart, Radio & Television 
Journal, Radio & Television Week- 
ly and Retailing Daily. Product 
Services Inc., New York, is the 
agency. 


Stoops to Hixson & Jorgensen 

Wayne Stoops, formerly with 
Young & Rubicam, New York, has 
joined the media department of 
Hixsen & Jorgensen, Los Angeles, 
as newspaper space buyer. 


they all know the 


Whether you arrive 


best place in Clevelana 


"Hotel Cleveland, sir?’ 


by train, plane or car 
the friendliest place to 
stay is Hotel Cleveland 
directly connected 
with Union Terminal. 
No room charge for children 


under 14 when registered 
with an adult. 


SONNABEND OPERATED HOTELS 


Distinguished American Landmarks 


CHICAGO: Edgewater Beach Hotel 
BOSTON: Hotel Somerset 


CLEVELAND: Hotel Cleveland 
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NEW YORK CITY: Ritz Tower Hotel 
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3 i q \sion to make changes in e 

Bs Business is good in Denver. First |packages. The end result was a 
ay three months of 1955 we carried more standard-size bottle enclosed in a 
‘or ae : é plain white cardboard carton. The 
ng advertising than in the entire year of carton is in turn wrapped in color- 
or 1945. ful gift paper. 

(Media Records) ® No advertising appears on either 
of- the carton or the gift paper. But 
n- | to comply with federal regulations 
'p- which require brand identification 
ng on the outside, each package is 
ild | enclosed in a clear cellophane over- 
ch |wrap on which the brand name 
lat ‘appears. This is easily removed at 
to- lthe time of purchase so that the 
nd |customer can leave the store with 
he a gift-wrapped package ready for 
in- giving. 

The following Walker products 
ac~ will be “luxury wrapped,” each 
ids with a different paper: Canadian 
ind Club, Walker’s DeLuxe, Imperial, 

Hiram Walker’s Private Cellar, 
ent 
rs Develops Merchandising Concentrati 
ue Develops Merchandising Concentration 
th- " 
he to make the sales difference... 
ay 
ry; 
en 
ren 
aid 
ind 
sh- 
iC., 
gin 
ing 
the 
th- 
re, 
lay 
te- 
whe 
of 


nd ...your best ad dollar buy to stimulate 
on sales to the top buyers who do 75% of 


. the gasoline service station business 


bi every year! 


es, 
_ [pevelop ps — more good prospects for new business because 


SUPER SERVICE STATION is read regularly by most oil 


ana jobbers, T.B.A. marketing executives and gasoline station operators 
=the men who make up your market. 
l, sir?’ 
ve + . 
aete erchandising - through sound, know-how editorial 
_ content that consistently helps improve, expand and develop 
inal. better station operation — the most significant asset you can gain 
a to get a larger sales volume for your product. 
oncentration — exclusively to the needs and interest 
of the larger one-stop stations with convenient locations — real 
penetration to the top Yard who do 75% of the total gasoline service 
station volume 
ks Get the full facts for yourself! Ask “Super” advertise your line. Ask es- 
Hotel your SUPER SERVICE STATION pecially for your free copy of SUPER 
oe representative to show you why it SERVICE STATION'S new booklet: 
if pays, in more ways than one, to “It's a Huge Market.” 


THE IRVING CLOUD PUBLISHING CO. 
Sth Fleer, Daily News Bullding 
Checage 6, Illiees 


ge * 
SURER SERVICE 


\New Hiram Walker Gift-Wrapped Packages| 
Will Be Featured in Large Ad Campaign 


Hiram Walker’s Ten High, fruit| 


flavored brandies, Hiram Walker’s 
vodka, creme de menthe and 
creme de cacao. 


compelled to make some major 
changes in several of its distiller- 
ies. In Peoria, 10,000 barrels of ma- 


another building, and a new sec- 
tion of railroad track had to be 
installed. In Walkerville, Ont., 
Canada, one side of the distillery 
was taken out so that the machines 
could be installed. 


w The latest move by Walker is 
designed to boost sales in an indus- 
try which has not kept pace with 
other industries over the past four 
or five years, according to Walker 
—which rated fourth last year in 
total sales among U.S. distilling 
companies ($339,286,000). Despite 
the fact that the U.S. has been 
undergoing the greatest consumer 
boom in history, sales of retail 

Pie Be 


mrt, st a wi 0 a at em oa 
ae eee one = 


GIFT-WRAPPED—This ad showing Hi- 
ram Walker’s Imperial whisky in 
new gift-wrapped package will 
run in nearly 250 newspapers in 
November and December. 


In order to make room for the| 
new machines, the company was| 


turing whisky had to be moved to| 


WALKER’S CHIEF—Surrounded by new 

gift-wrapped packages for Hiram 

Walker products is Ross Corbit, 
company president. 


liquor stores have remained rela- 
tively static for the past four years 
at around $3.5 billion. 

Walker lists 1954 sales of the 
three leading distilleries as fol- 
lows: Seagram’s $752,692,000; Na- 
tional $487,333,000; Schenley $409,- 
931,000. 

Various types of gift packaging 
in the past, which have ranged 
from brown paper bags to glass de- 
canters, have failed to boost lag- 


_|ging sales, according to Walker. 


The main theme of the ads will 
Stress that the new “luxury 
wrapped” packages will be avail- 


- |able at no extra cost. The agen- 

* |cies which will participate in the 
>|campaign are C. J. LaRoche & Co., 
' |New York (Canadian Club, Walk- 


er’s gin and cocktails and cor- 


_. | dials) ; Foote, Cone & Belding, Chi- 
‘icago (Imperial, Walker’s DeLuxe 


and Meadow Brook), and Maxon 
Inc., Detroit (Ten High and Pri- 
vate Cellar). 


FC&B Elects Forrest, Trump 

Foote, Cone & Belding, Chicago, 
has elected William R. Forrest, a 
v.p., to the board of directors. Rob- 
ert M. Trump, an account super- 
visor, has been named a v.p. of 
the agency. 
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Advertising Age, October 3, 1955 ®: | 


‘Two Imported Whiskies office of Fuller & Smith & Ross to) use, is introducing a fabric covered 
Get New U.S. Distributors handle its advertising. The com-|folding door. Advertising-Pro- 
National Distillers Products P@"Y: which makes slatted wooden| ducers Associated, Chicago, for- 
Corp., New York, has been named shades for porch and industrial | merly handled the account. 
new U.S. distributor of Vat 69 
Scotch whisky, effective Jan. 
1, 1956, and American Distilling 
Co. was named sole distributor | 
here of Original Irish imported! 
whisky. Vat 69, owned by British | 
Distillers Corp. Ltd., has been dis- 
tributed in the past by Park & Til- | 
ford. Original Irish is distilled by | 
‘Irish Distillers Ltd., Dublin. Dis- 
‘tribution here will begin as soon 
as shipments arrive. 

A page ad will run in the New 
York Times in November to pro- 
mote Original Irish, followed by 
‘other newspaper ads and maga- | 
zine ads later. Fred Gardner & Co., 
New York, will handle Original 
Irish advertising. 


TELEVISION 


RIAD LOAN Es 


CLEAR-CHANNEL PUBLICATION ROUTE TO LATIN 
AMERICA’S RADIO, VIDEO, APPLIANCE BUYERS 


Edited in Spanish by native Latin Americans, 

it's the only publication delivering this 

market single-handed. Monthly circulation goes 

to the 10,000 dealers, importers, distributors, and 

assembly plants you need to reach—picked for their 
influence over all outlets. 


TELEVISION 


= RADIO y ARTICULOS ELECTRICOS CATALOG FILE 

" New and important! Goes to the 10,000 key Latin Amer- 
ican buyers who subscribe to RADIO y ARTICULOS 
ELECTRICOS. Plan now for a place in the 1956 edition. 
Write for full details and low rates! 


THE CANTERBURY PRESS 2001 Calumet, Chicago 16, It. 


a maher Down Beat — Up Beat — Country and Western Jamboree — Record 

. ° Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
publication | Radic y Artioules Electrioes — Elaboraciones y Envases — La Tienda — 
Publishing since 1934 | Radice y Artioules Electrices Catalog File — Bebidas Annual Directory 


—e ee 


Hayes Romney Karol 
MAKING A POINT—George Romney, president of American Motors, 
chats with Arthur Hull Hayes, president, and John Karol, v.p. in 
charge of network sales, CBS Radio, at the network’s affiliates meet- 
ing in Detroit. 


| Hough Shade to F&S&R | 
‘as a copywriter in the sales pro-| Hough Shade Cofs., Janesville, 
'motion department. Wis., has appointed the Chicago 


Seward 


Brown March 


NO QUESTIONS—A surprise visitor 
at the CBS Radio affiliates meeting | 

was Hal March, master of cere-| 
i | monies of “The $64,000 Question.” | 
i Shown with him are James M. 
| Seward, exec. of the net, and Ken- 
yon Brown, KWFT, Wichita Falls, 
Tex., board chairman of the net-— 
work’s affiliates association. 


Distillers Schedule 


Decanter Drives 


New York, Sept. 28—Brown- 
Forman Distillers Corp. is bring- 
ing out another Raymond Loewy- 
designed decanter for its Old 
Forester bourbon. 

The company plans to use four- 
color pages in magazines like Col- 
lier’s, Life and Look during the 
pre-holiday selling season. Over 
200 newspapers will carry decant- 


—and NPN sells TBA — 


er advertising beginning in No- 
vember. Business publications will 
carry copy that underscores the 
value of consumer research and 
testing, “which have served as the 
basis for the design of this year’s 
decanter.” 


® Brown-Forman’s Early Times, 
in its regular bottle, will also get 
magazine promotion and copy in 
285 newspapers. 

National Distillers plans its 
“largest and most ambitious” cam- 
paign for Old Grand-Dad and Old 
Taylor in gift decanters. The drive 
starts the first week in October 
and continues through Christmas. 
Color pages will appear in lead- 
ing consumer magazines and near- 
ly all daily newspapers will car- 
ry display space up to 2,100 lines 
on a weekly basis. 

Two-page, four-color insertions 
also are scheduled for business 
publications. 


Blake Heads Damage Survey 
A study of railroad transit dam- 
age to newsprint has been started 
by a 12-man group representing 
daily newspapers, railroads and 
newsprint producers. Heading the 
program at the request of the 
American Newspaper Publishers 
Assn. is John L. Blake, Scripps- 
Howard Newspapers executive. 


Young to CBS Radio Sales 


Patricia Young, formerly sales 
promotion director for WMGM, 
has joined CBS Radio Spot Sales’ 


With every tick of the clock, motorists buy ap- 
proximately $95.00 worth of tires, batteries and 
accessories from the oil industry. That amounts 
to $5700 a minute, $8,208,000 a day, three 
billion dollars worth a year! 


As each second ticks, another tire is sold. 
Every two seconds, it’s a new battery. Since you 
started to read this ad, 200 motorists have 
bought other accessories, too, at their neighbor- 
hood service stations. 


Can you hear those cash registers chiming a 
chorus of sales? Whose tires, whose batteries, 
whose accessories are being sold—YOURS? 
Are you getting your share of this oil company 
TBA* business? Know how to get it? Where to 
start? Whom to see? 

*TBA is the oil industry's designation for tires, batteries and accessories. 


[detroleum 


‘jews 


330 West 42nd 


There is a particularly effective method of 
soliciting this business; an inside track to the oil 
jobbers and major oil company marketing men 
who decide what TBA items shall be sold. It’s 
advertising in National Petroleum News. 


National Petroleum News reaches market- 
ing management men in oil jobber organizations 
and major oil companies—the men who direct 
the packaging, storage, transportation and sales 
of petroleum products, PLUS the purchase and 
resale of tires, batteries and accessories. 


If you want TBA business, the first logical 
step is an advertising campaign in National 
Petroleum News. 


Available free: Reprint of the TBA Directory and Buyers’ 
Guide in the 1955 NPN Factbook — 40 pages. 


ad 
N at I a n al THE McGRAW-HILL MAGAZINE OF OIL MARKETING 


Established 1909 * Published monthly 
AbD All-paid audited circulation 


NPN Factbook published as a 13th issue in May 
Street, New York 36, N.Y. LOngacre 4-3000 
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Number One in Motor Vehicle Registrations 


Motor vehicle registrations in Metropolitan Oakland 
(includes all of Alameda County) certainly bear out 

r “Bigger-so-they-buy-more” theme. This time it’s 
new and used autos. We have more people so we buy 
more cars. 


In 1954, for example, there were 357,724 motor vehicles 
registered in Metropolitan Oakland, as against 294,579 
in Metropolitan San Francisco (San Francisco County). 


This makes Metropolitan Oakland Number One in 
Northern California and second in 11 Western States. 


As you would expect, we’re also Northern California’s 
Number One market for motor fuel. The figures for 
1954 show Metropolitan Oakland consumed 247,209,- 
750 gallons of gasoline against San Francisco’s total of 
217,956,750 gallons. 


Don’t overlook Metropolitan Oakland as a market even 
if you’re not concerned with selling autos or automotive 
products. Our extra population is ringing the cash reg- 
isters a lot faster in many other lines. 


“The Bright Spot,” the Oakland Tribune’s fact book is 
just off the press. It contains much information that 
will be surprising to those not familiar with Metro- 
politan Oakland’s growth, and important to everyone 
concerned with selling to this market. 


May we send you a copy? Just write to OAKLAND 
TRIBUNE, Box 509, Oakland 4, Calif. Or telephone 
the nearest office of Cresmer & Woodward. 
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PARENTS’ MAGAZINE'S 


ALBUM OF 
FAMOUS — 
FATHERS 


This is ALBERT LESSER, President, 
Biaine-Thompson Co., 
New York City 


H° regards his newborn daughter (No. 3) 
with pride, shifts into professional de- 
tachment, and exclaims: 


“Babies lack a sense of proportion. How 
anything so little can need so much is baf- 
fling — except to mothers and retailers. Sta- 
tistics show spending for babies averages 
$702 the first year, At the rate we're going, 
_my youngster’s above average!” 


Well, it all adds up, sir—specifically, to 
$144 Billions annually, spent by families 
with children, And advertisers selling 
PARENTS’ 1,.675,000* families with over 
3% million children aren’t at all baffled 
by the baby boom and business bonanza! 


SEFFECIIVE MARCH 1956 ISSUE 


Judge Orders Reopening 
of R&R-Willis Case 

Judge Abraham Marovitz, of su- 
perior court in Chicago, has ordered 
hearings reopened in the P. P. 
(Pete) Willis—Ruthrauff & Ryan 
suit to consider admission into 
evidence of eight depositions taken 
by R&R attorneys in New York. 
One of the depositions was taken 
‘from C. R. Smith, president of 
American Airlines, AA learned. 
The case closed two months ago 
over strong objections from R&R 
lawyers (AA, July 18). 

Mr. Willis is suing the agency for 
more than $1,000,000, which he 
claims R&R owes him in commis- 
sions for bringing the American 
Airlines account to the agency 
(AA, Feb. 14, et seq.). 


Chernow Joins Nappe-Smith 
Irving Chernow, formerly gener- 
al sales manager of Hamilton 
Metal Products Co., has been ap- 
pointed v.p. in charge of sales, 
advertising and marketing of 
Nappe-Smith Mfg. Co., Farming- 
dale, N. J., manufacturer of insu- 


lated bags. 


number one of a series: 


did you know? 


motels now outnumber hotels 2 to 1! 


“Motels have come of age. They comprise a grow- 
ing industry which serves an increasing number of 
highway travelers.” 


So says Sales Management (2-1-54) about the 
fabulously-growing motel market . . . an industry 
that almost overnight has become big business. 
From the rustic, simple roadside cabins of pre- 
World War II, motels have become more and more 
luxurious . . . conveniently located to important 
travel routes, soundly built, well furnished and ef- 
ficiently operated. 


Just how fast has the motel industry grown? 


Keeping up an almost unbelievable, fantastic 
pace ...a few short years ago (1948 to be exact), 
motels numbered 25,919. By 1951, this number al- 
most doubled itself to an astounding 43,356. Pres- 
ent day figures (estimated), based on the average 
industry growth of more than 3,000 motels per year, 
place the number of motels somewhere near the 
56,000 mark! 


[~ 60, 000 T T T T T T 
COMPARATIVE MOTEL-HOTEL GROW TH 


55,000 


ra 


50,000 


45, 000 va 
40, 000 L 


YY 
ey 
SOURCE: 
35, 000 y 


Industrial Marketing, 1955 
Jf Market Data Dir. Number 


7 


/ @m@es Estimated Projections 
30, 000 HOTELS 
25,000 
1948 1949 1950 1951 1952 1953 1954 1955 


And the end is nowhere in sight! It’s anybody’s 
guess on how large this industry will grow in the 
future. Here truly is a classic example of an industry 


springing up from nowhere to become the auto 
travelers’ “way of life”... an established American 
institution, like the hamburger, television and base- 
ball... here to stay, grow and prosper. 


Can the real reason behind this spectacular 
growth pattern be defined? 


Pure and simply . . . motels have “moved in” and 
edged out the small town hotels as the weary trav- 
elers’ “oasis in the desert.” The countless legion of 
salesmen and executives who have been subjected 
to the many inconveniences of the small town hotels 
can best answer in favor of the motels. For it defi- 
nitely has been the motels who have met straight-on, 
the basic demands of highway travelers. Motels, too, 
have appealed to the travelers’ sense of “at home” 
comfort, offering privacy, convenience, pleasant sur- 
roundings, adequate parking facilities and refuge 
from tipping. Add these factors up and you can 
readily see why motels have grown to the point 
where they now outnumber hotels two to one! 


The motel industry, therefore, is a “natural” mar- 
ket place in which to sell your products . . . a grow- 
ing market offering tremendous opportunities for 
manufacturers of such products as building materi- 
als, equipment, furniture, furnishings, supplies, etc. 
And AMERICAN MOTEL magazine’s penetrating 
coverage into this market offers: 


. . over 23,000 ABC paid circulation 
. over 7,000 more paid circulation than the 
2nd publication 
.. over 80% subscribers representing motel 
owners and operators 


NOW is the time to investigate this market from 
the standpoint of what it can offer YOU in addi- 
tional sales opportunity, TODAY! Contact any of 
our sales representatives: AMERICAN MOTEL 
magazine, a Patterson Publication, 5 South Wabash 
Avenue, Chicago 3, Illinois. 
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P&G Tests New 


‘Oxygen Bleach’ 
Oxydol in West 


DENVER, Sept. 27—Procter & 
Gamble fired the opening guns last 
week—via newspapers, radio and 
television—in the introduction of a 
new oxygen bleach product in a 
test market area comprising east- 
ern Colorado and southern Wyom- 
ing. 

The new Oxydol detergent “con- 
tains its own bleach,” according to 
the ads, and “actually bleaches as 
it washes.” It comes in a newly de- 
signed package which, while based 
on the familiar blue, orange, white 
and red Oxydol colors, is geared to 
play up the new detergent 
that contains “color-safe oxygen 
bleach.” 

Masterminding the test cam- 
paign from its Cincinnati office is 
Dancer-Fitzgerald-Sample, P&G’s 
agency for Oxydol. The schedule 
includes newspaper ads, radio and 
tv spots for the mountain states 
area in which the new product is 
being introduced. 

According to E. P. Snortum, 
Denver district manager for Proc- 
ter & Gamble Co., the introductory 
period here will probably run into 
three months. The new Oxydol de- 
tergent has been distributed to re- 
tailers. It will be handled by 1,800 
to 2,000 retail grocers in the test 
area. 


ws The first newspaper ads were 
four-color insertions in the Em- 
pire Magazine section of the Den- 
ver Post, and the comics section 
of the Pueblo Star-Journal. Em- 
pire Magazine is the Denver Post’s 
Sunday supplement. It is circulated 
throughout the Rocky Mountain 
states. Response to the various 
types of print ads and commercials 
will be studied so that a basis can 
be estimated for the national cam- 
paign. This is slated to come at a 
time not yet announced. 

The new powder product has a — 
built-in ingredient that is said to 
do away with the necessity of 
bleaching clothes after washing. A 
growing number of national adver- 
tising policy makers are begin- 
ning to look on Denver and the 
Rocky Mountain region as one of 
the most accurate over-all barome- 
ters of general consumer taste 
and acceptance. 


w While the local sales office has 
distributed no banners, posters or 
samples for in-store promotions in 
this test, Mr. Snortum reports that 
grocers are nevertheless highly en- 
thusiastic about the new Oxydol. 
Many grocers see the Oxydol oxy- 
gen bleach as a new convenience 
for housewives which will sky- 
rocket sales for Procter & Gamble. 


Elgin American Slates Drive 
Elgin American Co., Elgin, IIl., 
plans an intensive advertising 
campaign designed, the company 
says, to offset the more than five 
years that its products were in 
limited supply or entirely off the 
market due to Korean war metal 
shortages. Ads are placed in 150 
newspapers throughout the U.S. 
and Canada. Life and other maga- 
zines also will be used. Russel M. 
Seeds Co., Chicago, is the agency. 


Daystrom Sells Type Founders 


Daystrom Inc. has signed an 
agreement to sell American Type 
Founders, wholly owned printing 
equipment subsidiary, to a group 
of investors. Heading the group 
are David Berdon and Jay Levine, 
both of New York. Louis C. Edgar 
Jr., currently exec. v.p. of ATF, 
will be president of American Type 
Founders Co., the company’s new 
name. 
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HOW LIFE FITS YOUR | 


There are 
47,788,000 
households 
in the U.S.... 


oy i ie 


In no other medium can an advertiser start with so large 
a share of the market and be sure he’s getting it. This is 
one of the good reasons why advertisers of electrical 
appliances spend more of their dollars in LIFE than in 
any other magazine. LIFE’s total audience of 26,450,- 
000} weekly is larger than that of any other magazine. 


and 28%* of them 
are reached by an 
average issue 


' 
’ 


*A Study of the Household Accumulative Audience of LIFE 
(1952), by Alfred Politz Research, Inc. 


tA Study of Four Media (1953) 
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Farson, Huff Names Three 
Farson, Huff & Northlich, Cin- 
cinnati, has appointed J. Richard 
Schmit an account supervisor, 
Frank H. Molloy to the creative 
staff and Donald C. Tucker an as- 
sistant account executive. Mr. 
Schmit formerly was an account 
executive with Fuller & Smith & 
Ross; Mr. Molloy previously was 


~ |advertising copy chief and manager 


of sales planning of Kroger Co., 
and Mr. Tucker formerly was in 


--. |the advertising and sales promo- 


potential Catholic converts is this 
ad run last week by the Confra- 
ternity of Christian Doctrine under 
the sponsorship of Cardinal Stritch. 
The ad appeared in the Chicago 
American, Daily News, Sun-Times 
and Tribune, and will be used 
again in a similar run this winter. 


Medical Admen Have 
Steadier Jobs, Say 
Agency Men in Field 


New York, Sept. 27—The turn- 
over in general agencies is three 
or four times greater than in spe- 
cializing in medical accounts agen- 
cies, Robert E. Wilson, president 
of the agency bearing his name, 
told a meeting last week of the 
Assn. of Advertising Men and 
Women. 

Four panel speakers, all mem- 
bers of the Assn. of Medical Ad- 
vertising Agencies and presidents | 
of agencies, stressed stability of | 
employment as one of the key 
benefits of the medical branch of 
the advertising business. 

Paul Klemtner, president of Paul 
Klemtner & Co., Newark, said that | 
his agency had never fired an em- 
ploye because of a drop in busi- 
ness. 

Dr. Arthur Sackler and Mr. Wil- 
son described the peculiar charac- 
teristics of the medical market. 
Selling a product to a consumer, 
they said, is quite different from 
selling it to physicians, who will 
prescribe it for patients. 


® Further, they declared, the mar- 
ket includes not only physicians, 
but dentists, veterinarians, nurses, 
hospital administrators and their 
staffs, pharmacists and whole- 
salers—all of whom must be sold 
in different media and by slightly 
different techniques. 

The annual volume of the medi- 
cal industry has grown from $200,- 
000,000 in 1939 to more than $1.25 
billion today, the panel members 
asserted. 

The panel was moderated by 
Harry Hoffman, president of the 
agency of the same name, and also 
included Julian Farren, exec. v.p.) 
of L. W. Frohlich & Co., New York. 


Bruns, Nordman to Peck 

Bruns, Nordman & Co., a mem- 
ber of the New York and Ameri- 
can Stock Exchanges and prin- 
cipal commodity exchanges, has 
appointed Peck Advertising Agen- | 
cy, New York, to handle its news- | 
paper and radio advertising for 
mutual funds. The company is also | 
co-sponsoring “This is New York,” | 
WCBS, 11:30 p.m. Doremus & Co. | 
previously handled the account. 


Old Dutch Celebrates 

Old Dutch Coffee Co., New York, 
has planned a major advertising 
campaign to mark its diamond ju- 
bilee. The drive will be sparked 
by “The Goldbergs,” to be aired 
weekly over WABD, New York. 
TV and radio spots also are being 
used. Peck Advertising Agency 
handles the account. 


tion department of General Electric 
Co. 


Automotive Group Formed 
Robert E. Petersen, publisher of 
Hot Rod, Motor Life and Motor 
Trend, Los Angeles, has formed 
Petersen Automotive Group, com- 
prised of the three automotive 
magazines. The new group rate 
will allow the advertiser 742% off 
established frequency rates, but the 
magazines also will be sold sepa- 
rately. Rate cards are available 


we 


from the publisher, 5959 Holly- 
wood Blvd., Los Angeles. 


Illinois Baking to Ross Roy 

Illinois Baking Corp., Chicago, 
manufacturer of Safe-T Cones, has 
appointed Ross Roy Inc., Chicago, 
to handle its advertising. Marvin 
Gordon & Associates, Chicago, for- 
merly handled the account. 


Fiur Joins Blaine-Thompson 
Merton Fiur has joined Blaine- 
Thompson Co., New York, as pub- 
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lic relations director of the com- 
mercial division. He was formerly 
with Wilson, Haight, Welch & 
Grover in a similar capacity. 


Brush Joins E. E. Fisher 


John A. Brush, formerly with 
Macy’s, San Francisco, has joined 
E. E. Fisher Associates, San Fran- 
cisco, aS an account executive. 
Fisher also has appointed Paul A. 
Grimard to the production depart- 
ment and Kiawans Parker a copy- 
writer. 


Family Circle has more 
than Life, Look j 


Why does Family Circle have 
more single-copy sales than any 
magazine ever...more than twice the 
“newsstand” sales of any of the other 
four leading women’s service maga- 
zines? Editorial excellence! Family Circle 
opens new horizons for today’s young, 
growing families. They choose each 
issue solely because they want it... buy 
it voluntarily month after month because 
it provides the ideas and inspiration 
they need to attain a better family life. 
Family Circle is their magazine —not to 
dream by alone — but to live by! 


HERE’S THE SCORE ON SINGLE=COPY SALES PER ISSUE: 


FAMILY CIRCLE ... 4,172,872 


Post 
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Source: Publisher’s Interim Statements for the period ending 
March 31, 1955. These are the latest available A. B.C. figures, 
at the time this publication goes to press. 


1,547,341 
1,043,264 
1,001,086 
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Advertising Age, October 3, 1955 


Peek Moves to ‘SEP’ 

George Peek, formerly v.p. and 
advertising manager of Better 
Farming, Philadelphia, has been 
appointed assistant Pacific Coast 
manager of The Saturday Evening 
Post in San Francisco. 


Melba Silver Returns as A. E. 
Mrs. Melba Silver has returned 
to Harold M. Mitchell Inc., New 
York agency, as an account execu- 
tive after a year’s leave of absence. 


Barney's Plans Institutional 
Campaign in N. Y. Newspapers 

Barney’s, New York, men’s 
clothier, will combine an _ insti- 
tutional campaign in newspapers 
with merchandise selling over 
radio. 

Eight 1,200-line ads, an exten- 
sion of a spring test campaign, will 
run between September and De- 
cember in the New York Herald 
Tribune and the World Telegram 
& Sun. A “saturation-type cover- 
age” of minute spots and programs 


is scheduled over WRCA, WMCA, 
WINS, WMGM, and WNEW. Emil 
Mogul Co. is the agency. 


Hockaday Resigns Account 
Hockaday Associates, New York, | 

‘has resigned its portion of the | 

‘Phoenix Hosiery Co. account, ere 

aly fective Oct. 1. Freedman & Lee 

Bernard W. Maxwell has joined jandles advertising for the men’s 

Cormac Industries, New /York,| division 

manufacturer of specialized photo- | ; 

copy equipment, as advertising 

oe sales promotion manager. He Colarossi Joins Geyer 

was formerly account executive on| Benjamin A. Colarossi, previous- 

Cormac with Byrde, Richard & ly with Biow-Beirn-Toigo, has 

Pound, which will continue to han- joined Geyer Advertising, New 

dle the account. York, as a tv art director. 


Maxwell Joins Cormac 


single-copy sales per issue 
and Post combined! 


How your best markets grow with 
Family Circle —automatically! The 
14 top supermarket chains selling Family 
Circle locate their thousands of new 
stores only in expanding, high-volume 
retail areas. Thus Family Circle automa- 
tically reaches your most important 
audience: young, growing families in 
new neighborhoods around shopping 
centers. Unlike subscription-type maga- 
zines, which take their circulation wher- 
ever they can get it, Family Circle gives 
you customers where you want them: 
big families in fast-growing neighbor- 
hoods where your business is best! 


You cannot reach this vital market effectively with other magazines! 


A continuing national study of 5,800 families conducted by 
the Market Research Corporation of America shows: 


71.6% of Family Circle households received none of these leading weeklies: Life, 
Look, Saturday Evening Post. 


63.0% of Family Circle households received none of these leading women’s maga- 
zines: Ladies’ Home Journal, McCall’s, Good Housekeeping, Woman’s Home 


Companion. 


83.6% of Family Circle households received neither of these leading shelter maga- 
zines: Better Homes & Gardens, American Home. 
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Syndicated Films 


Help WPIX Reap 


Sponsor Harvest 


New York, Sept. 27—Syndicated 
films are proving to be good spon- 
sor bait fer WPIX this fall. 

The New York Daily News tv 
station has sold 11 half-hour tv 
films to 15 national advertisers for 
the coming season. The list: 

“City Detective,” to be sponsored 
alternately by General Electric 
(Young & Rubicam) and Paul 
Masson wines (Geyer Advertis- 
ing). 

“The Whistler,” to be sponsored 
on alternate weeks by O’Cedar 
Corp. (Turner Advertising Agen- 
cy). 

“Studio 57,” to be sponsored by 
H. J. Heinz Co. (Maxon Inc.). 

“Badge 714,” to be sponsored by 
Petri Wine Co. (Honig-Cooper). 

“Confidential File,” to be spon- 
sored by Gold Seal Co. (Campbell- 
Mithun). 

“Highway Patrol,” to be spon- 
sored by P. Ballantine & Sons 
(William Esty Co.). 

“TI Led Three Lives,” to be spon- 
sored on alternate weeks by Si- 
moniz Co. (Tatham-Laird). 

“Police Call,” to be sponsored on 
alternate weeks by Petri Wine Co. 

“Buffalo Bill Jr.,” to be spon- 
sored by Mars Candy Co, (Leo 
Burnett Co.) and Brown Shoe Co. 
(Tatham-Laird). 

“Ramar of the Jungle,” to be 
sponsored by Good & Plenty Candy 
(Adrian Bauer Advertising Agen- 
cy). 

“San Francisco Beat,” to be 
sponsored alternately by Paul Mas- 
son wines and O’Cedar Corp. 

“Soldiers of Fortune,” to be 
sponsored by Seven-Up Bottling 
Co. (J. Walter Thompson Co.). 

“Life with Father,” to be spon- 
sored by Buitoni Macaroni Corp. 
(JWT). 

“Adventures of Ellery Queen,” 
to be sponsored by West Disin- 
fecting Co. (Paris & Peart), and 
Carter Products Co. (Sullivan, 
Stauffer, Colwell & Bayles). 


New York Agency Names 
Lurie V. P.; Lindsay PR Head 


Bermingham, Castleman & 
Pierce, New York, has appointed 
Walter H. Lurie v.p. in charge 
of radio and tele- 
vision. Mr. Lurie 
formerly was 
in charge of 
West Coast oper- 
ations for Mutu- 
al Broadcasting 
System. 

The agency al- 
so has appointed 
Merrill K. Lind- 
say Jr. director of 
public relations. 
Mr. Lindsay. who 
joined Bermingham, Castleman in 
March as an account executive, 
formerly was a v.p. with Platt, 
Zachary & Sutton (now Platt, Dy- 
son & O’Donnell). He founded his 
own agency in 1945 and served as 
president of its New York and 
New Haven offices until 1952, 
when he joined the joint Kudner 
Agency and Batten, Barton, Dur- 
stine & Osborn office opened in 
Washington for the Eisenhower 
Presidential campaign. 


Walter Lurie 


GE Promotes McCormick 

Harold J. McCormick, formerly 
New York area radio and tv dis- 
trict sales manager of General 
Electric Co., has been appointed 
advertising and sales promotion 
manager of GE’s radio and tv de- 
partment, Syracuse, N. Y., effec- 
tive Oct. 1. GE also has named 
Sally Chackow promotion and pub- 
licity representative in the metro- 
politan New York area for its 
small appliance division. Mrs. 
Chackow formerly was publicity 
director for Hammacher & Schlem- 
mer, New York. 
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; a Television’s new season of excitement opened with Helen Hayes and Mary Martin 
. 
starring in “The Skin of our Teeth.” Said the Newark News about this new NBC Sunday 
e 
é S e Cc tfacu | ar Spectacular, “The season is indeed off to a wonderful start.”” And the Detroit Times 
. P reported “... one of the most memorable shows in television’s short history . . .” | 


i i Then on “Producers’ Showcase” Frank Sinatra and Eva Marie Saint brought the 4 

Z b e 1 nN nN 1 nN O warmth and beauty of “Our Town” into more than 12,000,000 homes. Martha Raye in 

NBC’s great Tuesday night spot; Martin and Lewis on the Colgate Variety Hour; and : 

; Perry Como in his new Saturday night extravaganza all walked away from their com- 

petition. And no wonder. Each of these three shows reached at least 32,000,000 viewers 
— viewers who expect... and get... the biggest and best on NBC. 


And this is only the beginning. A few of the big shows upcoming on NBC are: 


~~ S 


“Inspired ... sensitive... imaginative’—Variety “Magnificent achievement’”—The New York Times 
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Max Liebman’s musical version of “Heidi”; Jose Ferrer’s production of “Cyrano de 
Bergerac” starring Mr. Ferrer; Maurice Evans’ production of “Alice in Wonderland” ; 
and “The Constant Husband” featuring Rex Harrison. 

New programming ideas on NBC continue to open up profitable opportunities for 
( new sponsors. NBC Matinee Theater, for instance. For the first time in television history, 
viewers will be able to see a live, full-hour, dramatic show in color and black-and-white, 
ad every day, five days a week—equal to the best that nighttime television has to offer. 
Advertisers who buy into NBC Matinee Theater before October 31 can qualify for the 


money-saving Charter Client Plan. Like they say... 


exciling things are happening on NBC TELEVISION 


a service of RCA 


“Happiest opening of the new TV Season”— 


New York Herald Tribune “... rocked the viewers”—New York Daily Mirror “...socko all the way”—Variety 
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No. 1 in a series illustrating Food Field Reporters 
widespread industry coverage at all executive levels. 


Theodore G. Montague 
The Borden Company 


Herbert F. Krimendahl 
Stokely-Van Camp, Inc. 


ry 


~4.S. Ellithorp, Jr. 


Beech-Nut Packing Company 


Roy H. Park 
Hines-Park Foods, Inc. 


H. J. Heinz, il 


George H. Coppers 
H. J. Heinz Company 


National Biscuit Company 


kood 


Presidents — 


like these 
read 


kood Kield 


Reporter 


F. W. Specht 
Armour & Company 


W. F. Silbersack 


American Home Products Corp. 


4 
Edward A. McLaughlin 
Ward Baking Company 


H. J. Wolflisberg 
The Nestlé Company 


Adrien J. Falk 
S and W Fine Foods 


Ralph 0. Dulany 
John H. Dulany & Son 


9 out of 10 executives* of leading food and grocery manufacturing 
firms regularly read Food Field Reporter. 


Starting at top management, Food Field Reporter penetrates 
deeply to the key men of sales, advertising, merchandising and 
operations .. . then extends even further to district and divisional 
sales levels. Other publications may provide a segment of this 
coverage, but only this one exerts its mfluence everywhere that 
major company decisions are made. 


Which is why, for 23 years, Food Field Reporter has been a vital 
selling tool for suppliers and service firms wishing to do business 
in America’s biggest consumer industry. And why it can prove 
equally vital and productive for you! 


How BIG is Your Biggest Market? 


| families in the nation with incomes 


(1964 FIGURES) 


SN MI i hisistecsecccaiinscinboesins $64,200,000,000 
Advertising Investment .............. $711,307,000 
Packaging Investment ................ $4,000,000,000 


Point-Of-Sale investment ............ $70,000,000 
Raw Material Investment............ $5,490,000,000 
Equipment Investment .............. $673,200,000 


Food Field Reporter 


330 West 42nd Street, New York 36, N. Y. 


* Recording & Statistical Corp. Study (1954) 
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Advertising Age, October 3, 1955 


70% of Travel Dollars Spent by Families 
with Incomes of $5,000 and Up: Curtis Study 


PHILADELPHIA, Sept. 28—Upper 
income families spent more than 
70% of the estimated U.S. total of 
$8,500,000,000 that went for vaca- 
tion travel in 1954. 

The fifth annual nationwide 
travel survey, just published by the 
research department of Curtis Pub- 
lishing Co., reflected a nationwide 
sample of 4,000 families in the 
$5,000 or more income category. 
They reported monthly to National 
Family Opinion Inc., Toledo, for a 
period of one year on their vaca- 
tion and business travel habits. 

A vacation trip was defined as 
any pleasure trip of three or more 
days away from home by any 
member or group of members of 
the family. 

The projected Curtis figure for 
the spending of upper-income 
families is based on the 14,000,000 


of $5,000 or more. More than 65% 
of these—9,170,000 families—took 
an average of two trips during the 
year. This represents a market of 
47,684 vacationers in the middle 
and high income brackets. 


® Income definitely has a marked 
influence on travel, according to 
the survey. As incomes rise, a 
higher percentage of families in 
each successive economic group 
takes trips, and the duration of the 
trips is longer. 

Average number of trips per 
family, and average number of va- 
cation days per family, follows: In 
the $5,000-$6,999 group, 1.8 trips, 
18.1 days; $7,000-$9,999, 2.1 trips, 
21.1 days; $10,000-$14,999, 2.3 trips, 
24.6 days; $15,000 and up, 2.4 trips 
and 29.1 days. 

The average family expenditure 
for vacation travel was about $396. 
As income increased, travel ex- 
penditures also rose. Here is an 
average family expenditure list per 
income grouping: $5,000 to $5,- 
999—$256; $6,000 to $6,999—$326; 
$7,000 to $9,999—$404; $10,000 to 
$14,999—$627; $15,000 to $24,999— 
$821; $25,000 and up—$1,137. 


a Most people financed their va- 
cations from current income. The 
Curtis survey showed that slightly 


over 62% of the trips were fi-| 
nanced from current income; 12.3% 
from savings, and 14.7% from a 
combination of current income and | 


savings. 

The survey also shows that the 
middle and higher income families 
provide an expanding market for 
year-around travel, and greater 
advertising and selling efforts by 
the travel industry are encourag- 
ing tourists to vacation all year 
round. However, 16.8% of the trips 
were taken in the winter, accord- 
ing to the survey, 17.7% in the 
spring; 40.4% in the summer, and 
25.1% in the fall. 

The survey points to more lei- 
sure time, the shorter work-week 
and more vacation time off with 
pay as brightening the future for 
increased travel. 


Robinson, Adleman Names 3 


Robinson, Adleman & Montgom- 
ery, Philadelphia agency, has 
appointed Alfred DeAngelus radio- 
tv director, George Glazer publici- 
ty director and Hedy M. Ross head 
of the media and contracts depart- 
ment. Mr. DeAngelus formerly was 
a producer-director with WPFH, 
Wilmington, Del., tv station; Mr. 
Glazer previously was with Adel- 
phia Associates, Philadelphia pub- 
lic relations counselor, and Miss 
Ross formerly was with the sales 
department of WPEN, Philadelphia. 


WISN-TV Appoints Three 


George Ingrahm, formerly gen- 
eral manager of WFOX, Milwau- 
kee radio station, has been named 
city sales supervisor of WISN-TV, 
Milwaukee, in charge of the local 
sales staff. WISN-TV also has 
named L. A. (Rags) Ragsdale, for- 
merly an account executive with 
WMAW, WCAN-TV, WFOX and 
WMIL, all Milwaukee, to its sales 
staff. Patt Barnes, formerly pro- 
gram director of WISN, has been 
named community relations direc- 
tor of WISN and WISN-TV. 


Randolph Associates Adds 2 


Don’s Contract Sales Inc., Bos- 
ton, has appointed Randolph As- 
sociates, Wellesley, Mass., to han- 
dle promotion of furniture and 
bedding for commercial and insti- 
tutional markets. The agency also 
has been appointed to handle pro- 
motion of leakage control surveys 
for the gas utility industry by 
Heath Survey Consultants Inc., 
Wellesley, Mass. 


IF YOU HAD A CHOICE 


of best or second-best 
in anything... 


which would you choose? 


Then why choose 


less than the best 
photoengravings by 


COLLINS, MILLER & HUTCHINGS, INC. 


AMERICA’S FINEST 


letterpress gravure 


PHOTOENGRAVING PLANT 
333 WEST LAKE STREET, 
¥ AT WACKER DRIVE 
CHICAGO 6, ILLINOIS 
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Thats ENTHUSIASM 


Enthusiasm for home makes the Great American 
Weekly Family a vast reservoir of sales for any type 
appliance that helps them enjoy a better way of life. 
This year alone they have expressed a desire to buy: 


259,119 Clothes Dryers, 119,593 Dish Washers, 
358,780 Food Mixers, 219,255 Home Freezers, 


The Great American Weekly 


— 


199,322 Electric Irons, 458,442 Steam Irons, 199,- 
322 Radios, 219,255 Electric Ranges, 318,916 Gas 
Ranges, 259,119 Record Players, 358,780 Electric 
Refrigerators, 139,526 Room Air Conditioners, 
1,096,273 TV Sets, 378,713 Toasters, 558,103 
Vacuum Cleaners, 518,238 Automatic Washing 
Machines, 298,984 Non-Automatic Washing Ma- 
chines, 99,661 Electric Water Heaters, 179,390 
Gas Water Heaters. 


COURTESY SUNSET APPLIANCES 


Yes, an amazing total of over 6,200,000 home appli- 
ances ...are possible purchases of 10,050,000 
American Weekly Families. Why shouldn’t your brand 
be among them? Be sure. Advertise in The American 
Weekly . . . reaching, on an average, better than 
1 out of 2 families in 775 key sales cities of 10,000 
population or over...reaching them every Sunday, 
Dollars spent in The American Weekly work hard- 
est where business is biggest . . . and best. 


Th Nag RICAN WEERLY 


Beamed to the Enthusiasms of the American Family 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, N. Y. * ATLANTA * BOSTON * CHICAGO * CLEVELAND * DETROIT * LOS ANGELES * SAN FRANCISCO 


ALBANY TIMES-UNION © BALTIMORE AMERICAN « 


NEW ORLEANS ITEM * 
SAN ANTONIO LIGHT * 


MILWAUKEE SENTINEL * 
ST, PAUL PIONEER PRESS * 


BOSTON ADVERTISER 
CORPUS CHRISTI CALLER TIMES * DALLAS TIMES HERALD * DETROIT TIMES * HOUSTON CHRONICLE * HUNTINGTON. W. VA., HERALD-ADVERTISER * 
NEW YORK JOURNAL-AMERICAN « 
SAN FRANCISCO EXAMINER * 


* BUFFALO COURIER-EXPRESS * CHICAGO AMERICAN * 


PHILADELPHIA BULLETIN * 
SEATTLE POST-INTELLIGENCER 


CINCINNATI ENQUIRER © 


PITTSBURGH SUN-TELEGRAPH ~* 
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consider this: 


TRUE STORY families 
ARE BIG—EAT BIG—BUY BIG 
They enjoy hearty foods, 


rich desserts. 
(ask to see our Super Market Study) 


 ‘TOWLETRIES & 
‘TOWET r GOODS ié 


Consider this... 


TRUE STORY families have ul 
* More children under 2 years 
* More children under 

17 years 
Over half have one or | 
more children under 10. ) 


Consider this... 


TRUE STORY ranks third in 
toiletries advertising pages. 
24, of Wage Earner families 
use home permanents. 9 in 10 
shampoo hair at home 2-4 
times a month. 


eee are not reached 
by all 4 
women’s service 


of TRUE STORY's of TRUE STORY’s 


primary households... | | primary households... 


‘Wage Earners have more real.money TRUE STORY READER: 
to spend than any other group! — Compare these mediar 
Look at these impressive facts: 


Magazine 


‘ ‘TRUE STORY 


Wage Earners ‘ ading Se | 
| : ” vaiilion Weekly 
. have 62% of the nation’s “loose money” Leading Shelter 


Leading Store 
ns OLE. 73% of all non-farmy families with incomes $3,000-$5,000 


as: 52% of ol non-farm pontine with incomes over $5, 000 


Young Wage Earners, with more 
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| you're re selling 


"HOUSEHOLD p PRopucrs... 


consider this: 

78% of TRUE STORY families 
are wage earner families. 
Ownership is high now. Still, 
next year, wage earner 
families will buy: 
4,000,000 washing machines 
2,000,000 (plus) refrigerators 

2,000,000 vacuum cleaners 


consider this: 
One-third of TRUE STORY’s 


families have bought a new 
house within the last 5 years. 
8 in 10 wage earner families 
report that they “do-it- 
themselves” in home 
decorating and repairs. 


' BABY | & CHILDREN’S 

nea | PRODUCTS ee sis Consider this... 
a wie: TRUE STORY families are 

| larger. 9 in 10 wage earner 

families use headache 


remedies, for example. 


i ee a ioe See tc ;_ oo pl on ep te Ra ed ee ik 


} +e. are not reached eeeare not reached 
, by all 4 big by all 4 top 
| weeklies store magazines 
combined! Cl combined! 
ef TRUE STOR Y's 
primary hewseho!l-!<... 
SOURCE: Storch; W. E. Forum 
2 2s of women readers: . ae oe . a 
Median Age - 
| 38 years : 
40 years . 
36 yeors 
| spend, and larger families coming &§ — 


wage carne 


longer period of time. . the iirice magazine 
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High Consumer Credit No Threat to 


Business Welfare, Banker Group Told 


Cuicaco, Sept. 27—The high lev-, business year, Allyn P. Evans, 
el of consumer credit is not a seri-| president of Lionel D. Edie & Co., 
ous threat to the business outlook, New York, predicted yesterday. 
and 1956 should be another good , 


f/ CAPSULE MYSTERIES 
5 MINUTE TV FILM SERIES 
@ 39 programs now available 4 
@ Each program a complete story —',, 
®@ Allows for 3 commercials 
© Big cast with Glenn Langan 


Charles Michelson, inc. 
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Mr. Evans’ remarks were made 
at the 8lst annual convention of 
the American Bankers Assn. Many 
of the thousands of bankers gath- 
ered here for the four-day conven- 
tion concurred in his optimism, 
despite the reports of President 
Eisenhower’s illness. 

Studies show that between 15 
and 17%% of the number of fam- 
ilies in the $3,000 and over income 


| group buy 90% of the new pas- 


Senger cars, Mr. Evans said. 
“The percentage in 1955 will be 

about 174% %; but inasmuch as 1956 

will not be a year of abnormal 


growth, the probability is that the| 


percentage will be somewhat low- 
er,” he said. “However, even this 
conservative approach gives us a 
figure of between 6,000,000 and 
6,600,000 sales, to which should be 
added about 300,000 to 400,000 cars 
for inventory and export. Thus, au- 
tomobile production next year 
should not be drastically below 
1955, as many fear it will.” 


® Mr. Evans said that the antici- 


pated decline will have an effect | 


on the extension of consumer cred- 
it. 

“The indications are that by 
early next year the rate of new 


‘eredit extensions will just about 
match the rate of repayments,” 
he said. “It is the gap between ex- 
‘tensions and repayments that 
causes the pressure on credit, so 
the establishment of a balance will 
relieve the current stress on the 
money market that is attracting so 
much attention.” 


of repayments on consumer credit 
correlated closely with the number 
ef families in the $3,000 and over 
income group. “Therefore,” he said, 
“the growth trend in consumer 
credit is tied in directly with the 
growth trend in the number of 
families with incomes of $3,000 
and more. As of now, the rate of 
repayments is in balance. New 
credit extensions are perhaps on 
the high side currently, but the 
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Ford’s newest post-war assembly plant in At- 
lanta gave great impetus to the city’s rapid 
growth. Cars and trucks are produced in the 
655,426 sq. ft. plant which is located on a 75- 
acre tract. 96,796 Ford vehicles were assembled 
here in 1954. The one-millionth unit built in 
Atlanta rolled off the line in July 1955. 

Last year Ford placed 88,385 lines of new 
car and new truck advertising in The Atlanta 
Journal and The Atlanta Constitution. The best 
way for you or anybody else to sell this market 
is with the South’s largest newspapers. 


See Sa 


Che Allanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 
Represented by Kelly-Smith Co. 


Circulation: 436,403 Daily *« 492,738 Sunday (A.8.c. 3/31/55) 


Mr. Evans also said that the rate | 
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excess is not nearly as great as 
many seem to think. The antici- 
pated decline in automobile pur- 
chases next year will correct this 
distortion.” 


® Home financing rates are tight- 
er today than they were earlier this 
year, he added, and the rate may 
not be quite as high in 1956. De- 
spite this, he estimated that 300,000 
veterans of the armed forces would 
buy new homes next year. 

Mr. Evans also predicted that in 
1956, there would be a decline in 
the demand for consumer credit 
and mortgage loans, an increase 
in personal savings of $5 billion, 
and a price rise of about 2%. He 
also estimated that the gross na- 
tional product for 1956 would be 
about $400 billion, an increase of 
$15 billion over this year. In terms 
of industrial production, he esti- 
mated an average of about 143 in 
the Federal Reserve Index, as com- 
pared with 137 for 1955. 


® Philip Woollcott, chairman of 
the instalment credit commission 
of the ABA, told the bankers that 
there is nothing wrong with the 
instalment credit picture that rea- 
sonable self-restraint and careful 
selection of risks will not remedy. 

“Under existing business condi- 
tions, easy credit and more ex- 
tended terms have created some 
apprehension among governmental 


and banking authorities,” the com- 
_mission’s report said. “The battle 
against inflation being waged by 
the Federal Reserve Board has 
|'been moving from an easy money 
policy toward a more restrictive 
money policy. 

_ “This effort to avoid further in- 
'flation deserves the support of all 
bankers, but it creates a dilemma 
for lenders. They are supporting 
a high rate of business activity, 
employment, and production on the 
one hand, and exercising restraint 
on the other hand; and they are 
trying to maintain confidence in 
themselves and in their borrowing 
public, yet at the same time warn- 
ing against excesses. This is no 
easy task.” 


® The report continued: “During 
the past six months or so, the trend 
has been to ‘stretch’ out the terms 
on automobile financing on new 
cars. While long maturities may be 
justified on the basis of carefully 
selected purchasers, particularly 
with respect to direct bank auto- 
mobile loans, such selectivity is 
not always possible when a dealer 
operation is involved. 

“Whether extended maturities on 
new-car financing are sound is 
problematical. This factor will de- 
pend on the experience in the next 
year or so. As a matter of fact, 
new-car terms appear to be settling 
down to around 4 down-payment 
and 30 months to pay. But true 
equity related to the collateral val- 
ue is of primary importance.” 


® Assistant Attorney General 
Stanley Barnes told a meeting of 
the Independent Bankers Associa- 
tion, which met at the same time 
as the ABA, that the Justice De- 
partment will continue its investi- 
gation of the recent Chase-Manhat- 
tan merger and is also examining 
the recent proposed merger in 
Philadelphia of the Pennsylvania 
Co. for Trusts and Banking and the 
First National Bank of Philadel- 
phia. 

He urged that the Clayton Act 
be amended to permit the Justice 
Department to intervene in mer- 
gers involving asset acquisition. 

At present, the department can 
only intervene in the case of mer- 
gers effected through the purchase 


of stock. 


| Swan Joins Dorrance 


John D. Swan, formerly general 
manager of WCAX, Burlington, 
Vt., has been named v.p. and senior 
account executive of Dorrance & 
Co., New York. 
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Your dream cam 


a WIN ‘10,000! 
NaUUenformn 


$10,000 DREAM—Now everyone has 
a chance to write a Maidenform 
bra ad and win the $10,000 first 
prize offer in the company’s 
“dream” contest which will be ad- 
vertised in October and December 
in a score of magazines and Sun- 
day supplements. 


New Maidenform 
Contest Invites 
‘Em All to Dream 


NEw York, Sept. 27—Lazy copy- 
writers? No, says the Maiden Form 
Brassiere Co., it’s just that for 
years friends, casual acquaint- 
ances, utter strangers have been 
buttonholding anyone connected 
with the company to suggest their 
own versions of Maidenform’s 
“dream” advertisements. So now 
the company is making it official 
with a nationwide dream contest 
with $22,000 in prizes and a first 
prize of $10,000. 

It’s a nothing-to-buy, no boxtop 
contest; Céntestants merely dream 
up the dream they’d like to see 
portrayed in the ad (“I dreamed 
I in my Maidenform bra’’) 
and send it to the company. En- 
trants also have to dream up a 25- 
words-or-less answer to “I prefer 
Maidenform, world’s most pop- 
ular bra, because "4s 


® Full page b&w ads will an- 
nounce the contest in October and 
November in Better Living, Dell 
Modern Group, Everywoman’s, 
Family Circle, Family Weekly, 
Good Housekeeping, Harper’s Ba- 
zaar, Life, Look, McCall’s, Parade, 
Red Book, Seventeen, This Week 
Magazine, True Story Group, 
Woman’s Day, and the First Three 
Markets Group. The contest ends 
Nov. 30. 

Norman, Craig & Kummel is the 
agency. 


Noreen Names Harshe-Rotman 

Harshe-Rotman, Chicago, has 
been appointed to direct a public 
relations and product promotion 
program for Noreen Inc., Denver, 
maker of color hair rinses. Harshe- 
Rotman has appointed Kenneth R. 
Darre to its editorial staff. Mr. 
Darre formerly was assistant to 
the product publicity manager of 
Quaker Oats Co. 


William Schaller Adds Two 

William Schaller Co., Hartford, 
has been appointed to handle ad- 
vertising for Picturesort Co., New 
Haven, supplier of patent abstracts 
to industrial companies, and Clark 
Bros. Bolt Co., Milldale, Conn., 
maker of industrial fasteners. A 
promotion program in trade publi- 
cations is being planned for Pic- 
turesort. 


Grant Names Jerome Cowle 
Jerome M. Cowle has been ap- 
pointed copy chief of the Detroit 
office of Grant Advertising. Mr. 
Cowle formerly was group copy 
supervisor of Campbell-Ewald Co., 
Detroit, and also has been with 
Erwin, Wasey & Co., Platt-Forbes 


and Anderson & Cairns. 


Younger families are more active buyers — 
Chicago American families have 1 out of 3 
members under 20 years old; 75% under 45* 


You can sell more to these growing families with growing incomes. They’re 
younger than the Chicago Metropolitan average, with 26% more members 
under 20, 8.2% more under 45. And for a profitable plus, these younger 


families have the money to satisfy their wants. 


78% of Chicago American families earn upwards of $4,000 a year, while 
only 59.5% of Chicago families earn that much. And 1 out of every 4 


Chicago American families buy on the basis of their $7,000+ incomes. 


Any way you measure them—age, size, income —Chicago American 
families are a mass market with big “buyability.” You'll find them eagerly 
receptive to whatever you’re selling... just watch them respond to your 


advertising in the Chicago American. 


The Chicago American's 


new Politz study of home- 
delivered households will 
provide these and other 
important facts to help 
you accurately evaluate 
the Chicago American 
market. For your copy, 
contact the Chicago 
American or your Hearst 
Advertising Service rep. 
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BOGUS CHECK PROMOTION—The Wisconsin edition of TV Guide 
worked hand in hand with WXIX, Milwaukee, to promote the pub- 
lication’s $64,000 issue. Lee Salberg, general manager of the edition, 
had girls pass out bogus $64,000 checks to passersby on busy 
Wisconsin Ave. 


LIFE OFFICERS—Newly elected officers of the Life Insurance Advertis- 

ers Assn., which held its annual meeting in New York (AA, Sept. 

26), pose for cameraman. They are Al B. Richardson, director 

of public relations for Life of Georgia, president; H. M. Kennedy of 

the Prudential, v.p.; Harvey Kesmodel Jr., Sun Life of America, 

treasurer; E. P. Leader, Bankers Life, secretary, and Goldie Dietel, 
Equitable Life, editor. 
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5-TON PROMOTION—Willie, a promotion-wise pachyderm, has joined 
the Roxbury Carpet Co., Saxonville, Mass., to symbolize the “big 
news” in Roxbury’s first direct mail campaign aimed at distributor 
salesmen and retail dealers. He’ll be featured in two self-mailers 
and a wrap-up letter. Jumbo telegrams also have been sent out to 
announce a tie-in with the CBS-TV giveaway program, “The Big 
Payoff,” with a Castle Harbor carpet as a weekly prize. St. Georges 
& Keyes, New York, is the agency. 


CHRISTMAS IS COMING—Merchandising plans for an Avon Christmas 
advertisement are gone over by Monroe F. Dreher (left), president 
of the agency bearing his name, and George W. Shine, advertising 
manager of Avon Products Inc., New York. The ad, a four-color 
spread, is planned for American Magazine, Good Housekeeping, 
Ladies’ Home Journal, McCall’s and other publications. 
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Advertising Age, October 3, 1955 


LOOT BAGS—Dressed in costumes for 
Halloween, Davy Crockett and lit- 
tle bunny prepare for their big 


IT’S A LULU—Gloria Lockerman, 12- 
year-old Baltimore star _ speller 
who won $16,000 on the “$64,000 
Question” tv hit, receives an ani- 
mated Little Lulu and Little Lulu 
comics books from Robert T. 


Jerome, mideastern sales super- 

visor for Kleenex tissues. When 

she won her $16,000, Gloria men- 

tioned a supply of Little Lulu 

comics books as among the four 
things she wanted. 


A TOUCH OF HOME—Werner Wahl, 
commercial offieer attached to the 
Swiss consulate in Los Angeles, 
admires Jantzen’s Lausanne swim 
suit, named after the Alpine city. 
The suit is one of 12 “International 
Set” items, each one inspired by a 
foreign country. 


night by getting trick or treat loot 

bags at their neighborhood food 

store. The bags are given away 

with six cans of Pabst Sparkling 
beverages. 


PRETTY—The consumer products division of Crown Zellerbach Corp. 

is using 24-sheet postings like this in October throughout the 11 

western states for its Zee paper napkins. “So pretty for a party” 

theme stresses the use of color in Zee paper products. The theme 

will be used in magazine and newspaper advertising. Brisacher, 

Wheeler & Staff, San Francisco, is the agency for the consumer 
products division. 


who's the Square who doesn’t wear ““V. 1. P.3.’s""? 


men’s nylon tricot pajamas by 


Talk about comfert’ Li's tailored inte every smart line of these eany-filring. 
Casy wearing pajamas, = perfor: for gifts Pavorne nylon treo washes sarily. dries in a 
hurry, sheds wrinkles, packs compacity HKoumy, berer-waietband shacks and 
your choice of pullover or com! style taps im a wee variety of appealing colors with 
contrasting piping At your favarite sage from $10.95. 3 
Lukatch Levin Felzer model Holck Frankel model Booker model 


MODEL EXECUTIVES—Holeproof Hosiery VIPs get into the act to pro- 
mote the company’s VIPJs. Posing in the nylon tricot pajamas ad to 
appear in Esquire are Milton H. Lukatch, Luxite merchandising 
manager; George Levin, secretary; Russ Felzer, ad manager; profes- 
sional model; Charles Holck, women’s hosiery merchandise man- 
ager; Gerald Frankel, v.p.; a professional model; Roy Booker, men’s 
merchandise manager, and a professional model. Weiss & Geller, 
Chicago, is Holeproof’s agency. 
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The only captive audience 
| that counts is the one that’s 


| captured by the sheer excellence 


| of your commercials. 


| YOUNG & RUBICAM, INC. 
Advertising: New York - Chicago + Detroit » San Francisco + Los Angeles + Hollywood + Montreal + Toronto + Mexico City « London 
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Sterling Salt Boosts Sorg 


=e 
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‘. 
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promoted to merchandising man- 


Clarence E. Sorg Jr., formerly|ager of International Salt Co., 
assistant district manager, has been Scranton, Pa. 


for your 
product! 


“Delighted that you have recognized the great 
need . . .” wired Nat (King) Cole, when he saw 
RECORD WHIRL, which is published for America’s 
millions of music fans. Frank Sinatra said, “The book 
is a tremendous success.” Take 
a tip from the experts . . . get 
your product in on the low 
rates still in effect! - 

Write today For Facts 

and Rate Card! 


ECORD 2:2) 
By the publishers of DOWN BEAT 
2001 Calumet Ave., Chicago 16, Ill. 


Everything in the World about the World of Recordings 


a maher Down Beat — Up Beat — Country and Western Jamboree — Record 

. : Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
publication | nadie y Artioulos Electricos — Elaboraciones y Envases — La Tienda — 
Publishing since 1934 | Radio y Articules Electricos Catalog File — Bebidas Annual Directory 
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Carnation Aims Its 
‘Fun to Cook’ Book 
at Youthful Chefs 


Los ANGELEs, Sept. 28—A new 
“Fun to Cook” book, directed to 
young girls learning to cook, will 
be featured by Carnation Co. in 
its advertising for evaporated milk 
this fall. 

Originally written by Carna- 
tion’s home service department di- 
rector, Mary Blake, for her daugh- 
ter Margie, the 48-page book is 
slanted to the seven to 14 year 
age group. 

The offer will be promoted on 
“Burns and Allen” and “The Bob 
Crosby Show,” both on CBS-TV, 
and the “Mickey Mouse Club” on 
ABC-TV. Radio support will be 
provided on the “Whispering 
Streets,” ABC daytime series, and 
selected presentations on the Key- 
stone network. 


Magazine’ schedules include 


four-color pages in Better Homes 
& Gardens, Life, Look and Read- 
er’s Digest, in addition to four- 
and two-color insertions of smaller 
sizes in 10 other general maga- 
zines. 


® Store promotional materials in- 
clude a large multi-colored, die- 
cut display card that holds a 
sample cook book, wire banners, 
stack posters and padded order 
blanks. 

The book is obtained by filling 
out a blank and sending it with 
25¢ to Carnation. 

Erwin, Wasey & Co., Los An- 
geles, is the agency. 


Advertising League Elects 5 

League of Advertising Agencies, 
New York, has elected five new 
members. They are Jay Victor & 
Associates, Newark; Charles J. 
Charney & Co., New York; Adco 
Inc., Des Moines; Cromwell Ad- 
vertising, New York, and Graphic 
Point, New York. 
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The kind of rifle shot retailer cover- 


age Haire advertisers get in Indianapolis is 
the kind they get in each field we serve—in 


every city and state throughout the nation. 


The over 60,000 retailers who get 
Haire trade magazines exert a powerful in- 
fluence on the sale of billions of dollars in 


merchandise to millions of consumers. 


— take 


Trade Magazines 


Indianapolis, 
for example 


Every month 307 copies of Haire trade 
magazines are delivered to the big de- 
partment stores and top rated specialty 
stores serving the 1,100,000 consumers 
in the Indianapolis trading area. 


L. S. Ayres Co. and Wm. H. Block Co., 
the two largest department stores in 
Indianapolis, each receive copies of every 
Haire trade magazine every month. In 
these and in other Indianapolis stores 


Haire advertisers reach the men and 
women who are responsible for moving 
millions of dollars worth of merchandise 


in our categories. 


We at Haire perform a two-fold service 


—to help you sell your products to retailers— 


to help retailers move your goods. 


That’s why over 4,000 advertisers are 


selling the trade in Haire Specialized Trade 


Magazines. 
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Zenith’s McDonald 
Offers His Own TV 


Political Issue 


Cuicaco, Sept. 27—E. F. McDon- 
ald Jr., president of Zenith Radio 
Corp., has his own political tv 
issue, but it’s not quite the same 
as that of David Sarnoff, chairman 
of RCA. 

As leading pay-tv advocate, Mr. 
McDonald sardonically congratu- 
lated Mr. Sarnoff on his speech in 
Washington urging that political 
parties take a stand on the fee-tv 
issue. Mr. Sarnoff got congratu- 
lated for “supporting Zenith’s 
stand that the American public 
should decide for itself’ whether 
it wants subscription tv. 

“Up to now,” said Mr. McDon- 
ald, “Sarnoff has been urging that 
the FCC prohibit subscription tel- 
evision before the public gets a 
chance to judge its value. 

“However,” he added, “I dis- 
agree with Sarnoff’s position that 
this question can be decided in an 
election campaign—the only way 
it can be decided is by giving the 
public a chance to see subscription 
television in operation...” 


® Mr. McDonald’s own political 
issue was this: “If there is to be 
an issue in the presidential cam- 
paign it should be whether two or 
three New York network officials 
are to have absolute control of 
our television system, and the sole 
right to dictate what the public 
can or cannot see on its television 
screens. 

“This question of network mo- 
nopoly of television is already a 
matter of grave concern to Con- 
gress and the FCC.” 

As to Mr. Sarnoff’s declaration 
that pay tv is as important an 
issue today as prohibition was 
once, the Zenith chief agreed. 

“Prohibiting subscription tv be- 
fore the public has a chance to 
try it is prohibition in its worst 
form,” he said. 


ABC Film Promotes Burns; 
Opens San Francisco Office 

John B. Burns, formerly mid- 
western manager, has been named 
director of national sales of ABC 
Film Syndication Inc., New York. 
Patrick Rastall has been named 
acting manager of the midwestern 
office in Chicago. Robert B. 
Miehle, formerly with the NBC 
Film Division, has joined the Chi- 
cago office as an account execu- 
tive, and Al Godwin, formerly 
with Frederick Ziv Co., has joined 
the eastern sales division. 

ABC Film Syndication also has 
opened a new office in San Fran- 
cisco. Fred J. Stratmann, formerly 
in Hollywood, was named manager 
of the new office. 


Chadbourn and Gotham Merge 

Gotham Hosiery Co. New York, 
is being merged with Chadbourn 
Hosiery Mills Inc., Charlotte, N.C., 
and New York. The combine will 
be known as Chadbourn Gotham 
Inc. No decision has been made yet 
on the agency setup. Harold M. 
Mitchell Inc. handles Chadbourn, 
and Sterling Advertising Agency 
handles Gotham. 


McKittrick Appoints Quinn 

McKittrick Directory of Adver- 
tising Inc., New York, has ap- 
pointed Alice A. Quinn to its Chi- 
cago staff. Miss Quinn formerly 
was with Guy S. Osborn, publish- 
ers’ representaitve, and the Chi- 
cago office of the Philadelphia 
Bulletin. 


Leam Publishing Names Shuart 

Karl P. Shuart, formerly Chi- 
cago representative, has been ap- 
_pointed western advertising man- 
ager, with headquarters in Chi- 
cago, of Baby Talk and Young Set, 
published by Leam Publishing 
|Corp. 
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To sell 
more 


where more 


...1f’s FIRST 3 FIRST! 


The great mass family purchasing power of the First 3 Markets means more families with more 
money to spend. In the 3 compact city and suburban markets of New York, Chicago and Philadelphia, 
55% of all consumer units earn $4,000 or more per year —this is 34% greater than the average 

for the remainder of the U.S. This super-abundance of buying power provides the basis for the 
average 3-market family to spend 5% more for Drugs, 31% more for Food, 33% more for Furniture, 
Furnishings and Appliances and 103% more for Apparel than the average family in the 

rest of the nation. 


In these concentrated, most profitable sales areas, the family coverage of General Magazines, 
Syndicated Sunday Supplements, Radio and TV thins out. Your advertising sells more when First 

3 Markets’ circulation blankets your customers in the great city and suburban areas of New York, 
Chicago and Philadelphia. In these top markets there is no substitute for FIRST 3 MARKETS’ 

more than 3-of-every-5 family coverage. To make your advertising sell more where more is sold 
... it’s FIRST 3 FIRST. 


Circulation in excess of 6,000,000. 


The group with the Sunday Punch 


New York Sunday News 
Coloroto Magazine 

Chicago Sunday Tribune 
Magazine 

Philadelphia Sunday Inquirer 
“Today” Magazine 


New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 + Chicago 11, Ill., Tribune Tower, SUperior 7-0048 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 + Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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Whatever ladies want, ladies get 

on WEEKDAY. It’s NBC’s dramatic 
revitalization of Monday-through-Friday 
daytime radio programming. And it 
will be a new sales medium of the Cc 
greatest importance to advertisers. ‘4 


WEEKDAY’s fascinating flow of enter- 


tainment, service and news features will ; 
be timed specifically to the daily > 
living patterns of the modern P 
homemaker, and tailored to her tastes la 
and interests. : 
Hour by hour, day by day, wEEKpDAy’s " 
regular hosts and hostesses will e 
‘ introduce prominent service and ai 
information editors, news commentators : 
’ and performers. Entertainment will T 
range over the whole gamut of music, . 
comedy and drama. A stock company . 
of versatile actors will perform every ¢ 


type of play, and weEkpay will have 
its own group of top popular singers. 
Nationally known experts will cover, 
from the woman’s point of view, 
subjects like Child Care, Money 
Management, Health and Medicine, 


“week 


Fashions and Beauty, Personal Relations, 


oun 
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Show Business, Geriatrics, and Public companion 

Affairs. ‘Easy to listen to, easy to work 

to”’ will be the keynote of WEEKDAY and 

programming. 

Women will get to know the time-of-day counselor 

of wEEKDAY features, and each feature to a ) 

will have a daily change of approach A s 

and treatment. America’s 

Just as MONITOR gave week-end radio 

a new significance for advertisers, so women i 

WEEKDAY will now add significant new a 

values to Monday-through-Friday \- 
{ daytime radio. Availabilities consist of Ss 

one-minute and 30-second announce- s 
; ments and 6-second billboards; and ‘ 

special savings are possible Now through if 

WEEKDAY’'S Introductory Dividend Plan. be 

Only 15 participations on WEEKDAY 1, 

will deliver 71% more homes than the i 

same number of commercials can - 

deliver with conventional daytime e 


a programming. 
Make us prove it! Call your NBC Radio 
Representative for full details. 


exciting things are happening on the 


fc radio network 
a service of 5) 
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46 . Advertising Age, October 3, 1955 
i: 
r Roto-Broil Launches Kinley, formerly general manager |RAB Appoints Salesmen sales staff of the Radio Advertising ,ent service executive, has been ; - 
of WTAC, has been appointed} Robert P. Canavan, formerly | Bureau, New York. | promoted to account executive of ae 

$1,000 000 Holiday general manager of KFEL-TV. Mr.|with Devney & Co., and Daniel E. the food-drug division of A. C. 7 

O'Fallon is being retained as a|Schmidt III, formerly with Free &| Nielsen Promotes Reid Nielsen Co, New York. Mr. Reid 4 

Campaign Oct. l management consultant. Peters, have joined the national! Frederick W. Reid, former!y cli-| has been with Nielsen for 16 years. y 
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New York, Sept. 28—Roto-Broil : 
Corp. of America will invest $1,- 1 
000,000 in advertising between Oct. a 
1 and Christmas. j 

The theme of its campaign will } 
be, “Roto-Broil, America’s most 
wanted, most often given gift,” a : 
company survey having shown that , 
“seven out of every ten rotisseries : 
Sean DAVID REYNOLDS TELLS | 

A magazine campaign will be 3 
launched with color pages in the 
Nov. 14 Life and the December 
Esquire, with major space in other 
magazines now being scheduled. 

s One-minute tv spots will be 

aired first in key eastern markets, 

but will be expanded to 73 other 

major markets during December. 

The Roto-Magician cooking pro- ‘ 

gram, now being aired in 42 mar- 

kets, will be expanded to 120 tv | 
stations between Oct. 15 and i 
Christmas, and the company will 

continue participation on “Today,” rs ‘ . . ee ‘a 

“Home,” and “Tonight” (NBC-| “About three years ago Reynolds Metals integrated its marketing operation by establishing 

{ae i a ke a general sales office for all major company divisions in Louisville. With 50 plants and 68 | 
WQXR radio commercials, Roto-— P ‘ . ° P 4 
Broil has scheduled the same type. sales offices and foreign installations, we had to select a location that afforded maximum , 

‘of commercials on 27 additional “Ley: , =e . a 
radio stations across the country. accessibility for our customers, plant executives, and salesmen. Louisville’s central, midwestern 

llocate : . . : . . “eae 
ear ter” eoae” anbeneiinn in| location was ideal in this respect. But there were other considerations, too. Louisville’s 

-Christ-_ . . . 
inte aaeiae. teat ninaions | well-balanced economy and vigorous growth made it a favorable testing ground for many of our 
© yp  cpmimalimaaall sags products. And I might add, as a home for Reynolds’ employees, Louisville offers all the 

| advantages and amenities for a rich, full life.” ! 

Founders Asks FCC Okay ad , 
to Buy 50% of KFEL-TV | 

Gotham Broadcasting Co. and| © ; 
Founders Corp. have announced 
plans for the joint ownership and 
operation of KFEL-TV, Denver. 

Gotham recently bought the sta- 
tion from Gene O’Fallon for $400,- 
000 (AA, Aug. 29). However, 
Founders Corp. holds an option to 
purchase 50% of the stock and has 
applied to the Federal Communi- 

- cations Commission for permission 
to exercise this option. 

Gotham owns and operates 
WINS, New York, and also has 
radio and television interests in 
Honolulu, San Francisco and Ta- 
coma. Founders Corp. owns and 
operates KPOA, Honolulu, and 
WTAC, Flint, Mich. Jon R. Mc- 
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| HE CAN HELP YOU 


If you're looking for 
. National Distribution 


Rs 


One of the largest industrial private-wire tele- The nine-block area of hospitals pictured above 
| graph networks in the nation links Reynolds is Louisville’s Medical Center, which, among 
Metals’ General Sales Headquarters in Louisville other things, houses the world’s largest Cobalt 
with an extensive empire of plants and sales offices. Bomb used in the treatment of cancer. Generally - 
The system’s nerve center, pictured above, trans- recognized as a progressive city in all phases of | 
' mits messages to 24 states from coast to coast medical science, Louisville is the home of many 
: we en over 17,000 miles of circuits. In addition to its of the most eminent physicians in the United = 
: a Bemey a sales headquarters, Reynolds operates six plants States. The University of Louisville’s Medical eg 
in Louisville and employs a total of 3,500 people. School attracts students from all over the world. ' 


if © pow @ manufacturer, distributor or 
ftising agency executive seeking 
Stick -— distributien via the inde- 
pendent direct selling field this may be 
Fae important message you ever 


OB | Seer SCHL LOUISVILLE for all iti worth / 


in many foreign countries. 


The service of our experienced merchan- 

mot on avai = at no ort. 
ana our 

Henad resultful Sect’ oltling selling vo iatittien 


° product qualifi | 
0, Pevecr sales- tested pl hes speedy 
q nn di ibdiee~o plan that 


siium=*| Ghe Conrier-Zournal - THE LovisvitLeE TIMES 
pay et eaten ~ ite 382,689 Daily Combination * 313,261 Sunday * Represented Nationally by the Branham Company : 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 
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9 Advertising Age, October 3, 1955 ox 
Siesel Co. Adds Three porter of contemporary Italian| Spier Elects Lovitt V. P. 

Harold J. Siesel Co., New York, |furniture and accessories, Stewart} Franklin Spier Inc., New York 
has been appointed to handle ad-|Studio, manufacturer of mosaic/has elected George H. Lovitt. an 
vertising for three new accounts. | and tile tables, and Kravet Fabrics,| account executive, a V.p. of the 
They are Alta Mira-Benavede, im-|decorative fabric manufacturer. agency. 
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O'Grady Gorey Swenson 
PARLAY—Jack O’Grady of Feldkamp-Malloy, Tom Gorey of Need- 
ham, Louis & Brorby, and Howard Swenson of MacFarland, Ave- 
yard & Co. appear to be swapping tall tales during the open house 
party given by Feldkamp-Malloy, Chicago art studio, to announce 

its new photographic division. 


Enion Tours TV Stations starting Oct. 6 at 5 p.m. on 90 sta- 
Bert Enion, senior director at/tions. The company is continuing 
WHEN-TV, Syracuse, N.Y., has/its nighttime programs, “Robert 
left the station for a six months|Montgomery Presents” (NBC-TV) 
tour of duty that will take him tojand the “Red Skelton Show” 
KCMO-TV, Kansas City, Mo.;| (CBS-TV). 
WOW-TV, Omaha, and KPHO-TV, 
Phoenix. All four stations are af- Appoints United Advertising 


eg re Pe The recording division of Infra 


Electronic Corp., Roseland, N. J., 
Johnson’s Wax Picks Disney manufacturer of electronic disc- 
S. C. Johnson & Son Inc., Racine, | dictating equipment, has appointed 


7 ss U.S. AVERAGE Carloadings > Wis., will be Thursday sponsor of| United Advertising, Newark, to 


the new CBS-TV Walt Disney |handle its advertising, sales pro- 
+ Federal Reserve Bulletin show, “The Mickey Mouse Club,”' motion and public relations. 
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ADVERTISING 


...aunique, effective, proven 
medium that actually places 
your advertising right in the 
hands of high income families 
in Chicago and suburbs. 


The large cardboard inside a 
laundered shirt becomes a 
miniature billboard, a cata- 
log, a complete sell—and is 
delivered into Chicagoland’s 
best homes by laundries un- 
der exclusive agreement with 
the American Institute of 
Laundering. Games on re- 
verse side of shirtboards in- 
sure use, long life, up to 90% 
ad Readership! Regional dis- 
tribution or full coverage — up to 2,000,000 shirtboards per 
month. Low cost. (Eastern and Western Markets available 
soon ... Canada available now.) 
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TRANSPORTATION VOLUME MAINTAINS HIGH LEVEL IN LOUISVILLE 
AS U.S. AVERAGE PLUMMETS 50 POINTS IN PAST TWO YEARS 


Louisville has the largest, 
\ most modern water-rail- 

truck terminal and ware- 
| house on the inland water- 
ways. Its new dock on the 
Ohio River is a subsidiary 
of the American Barge 
Line Co., and handles 
merchandise and com- 
modities from the Great 
Lakes to the Gulf, nota- 
bly: petroleum products, 
iron, steel, sugar, paper 
and chemicals. Last year 
over 54% million tons of 


AMERICAN INSTITUTE 
OF LAUNDERING 


Operating in Exclusive 
Conjunction with the 


water-borne freight moved : : Same ee a, ae 
into Louisville american Sliivthoard, apvertisine co. 
= 3 NORTH MICHIGAN AVE., CHICAGO 1}, ILL | 
| . PHONE: FRANKLIN 2-6630 | 
' 
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Today we play with Shohet-Meyer Adds One 
dolls, stamps, pictures | 


Orro’ ’ hi ti d : . . 
ads, insurance polices. At other times we cialties, has appointed Shohet- 
t — put ight thers. | s 2 
JAY P, What is your line’, we may be of help.| Meyer Advertising, Yonkers, to 


jhandle its tr tisi d 
WALK AnveRtisinG TYPOGRAPHY Goce nan 


114 E. HUBBARD ST., CHICAGO 11 e MO 4-6134 


Irene R. Hayden Inc., New York, | 
‘manufacturer of advertising spe-, 


WANS BES PELE, 
21955 GOES IN DAVENPORT, IOWA @ 
PMOELOD gO KRROSWAVWS 
ALCOA plans $10 million expansion $3 MILLION shopping center statts 
$20 MILLION additional expansion gENDIX AVIATION -expands plant 


plenned by Alcoa 
FORD MOTOR CO. picks Daven- a - — downtown shops 


port as sales headquarters 
SEARS ROEBUCK $3 million store IOWA'S peal Bank clearings 
up 18.8%! 


opens 


Aoatn. - .- DAVENPORT NEWSPAPERS ARE .. . FIRST in Quad- 
City circulation — in Quad-City advertising lineage — in advertising lineage 
in ALL IOWA! 


-—_ 


The MORNING DEMOCRAT — The Evening DAILY TIMES 
~The Sunday DEMOCRAT & TIMES — 


DAVENPORT NEWSPAPERS 


Represented Nationally by Jenn & Kelley, Inc. 


| 
| 


e aagagneenles 


How to make quick, satisfying THOMAS’ CHEESE DREAMS 


2. Put a generous 4. Boil for 4 to 6 minutes. Serve piping 
Muffins gently apart tomato slice on each hot and start making seconds. 
and toast lightly. half and top with slice 
income = = = AOMAS 


- COOKING CUES—Car cards and half-page ads in four metropolitan 
| area Sunday supplements will feature recipes using S. B. Thomas’ 


watch your weight without going 


English muffins this fall. Thomas’ protein bread slogan, “How to 


on a diet,” will be carried by spot 


| tv and newspapers in the New York area. 


Talmadge Joins Humphrey 
Richard Talmadge, formerly v.p. 
and creative director of Lewin, 
Williams & Saylor, has joined H. B. 
|'Humphrey, Alley & Richards, New 
|York, as an account executive. 


McKenna Named to Board 
William J. McKenna Jr., v.p. 
and plans board chairman of 
Scheideler, Beck & Werner, New 
York, has been elected a member 
of the agency’s board of directors. 


All You Need 
Is Two... 


in 
Philadelphia 


Sylvia Porter, whose informed column on financial matters is a 
best-read feature of the new DAILY NEWS, chats with Keith 
Funston, president of the New York Stock Exchange. 


WEW YORK: William A. Maher 
415 Lexington Ave. 
Murray Hill 2-9197 


CHICAGO: J. J. Twomey 
333 N. Michigan Ave. 
Andover 3-5270 


And One Has 
To Be Us 


With just 3 dailies wrapping up this lush 
market, Philadelphia has long been a terrific 
newspaper buy. If you can afford all three, 
you’re in the best possible shape. But for 
sharp economy, all you really need is two... 
and one of them has to be the DAILY NEWS. 


Our sparkling tabloid 
blankets a market of its 
own. DAILY NEWS-land is a 
tight little island of more 
than 180,000 prosperous 
families (many with two 
and even three paychecks). 

They read our paper be- 
cause they admire our free- 
swinging editorials, our 
bright features and crisp 
news coverage. And they 
SEE your ads in our 
sprightly pages, we couldn’t 
bury you if we tried. 


‘1955. 


Supreme visibility plus 
reader loyalty—that’s why 
your ads pay off like magic 
in the DAILY NEWS. 

And because we pay 
off for you, the pamLy 
NEWS is making amazing 
gains ... more than 
980,000 lines* gained in 
the first 8 months of 


weph g ers will do a 
ew job for you in Phila- 
elphia. But all you really 
need is two. One of them 
has to be the new DAILY 
NEWS. 


DAILY 4; NEWS 


Philadelphia’s Picture Newspaper 


DETROIT: Charles J. Sheppard 
1061 Penobscot Bidg. 
Woodward 2-3080 


a Bere oe eaaaeh ee Pe Y) eee pe 
per SS ay ae ee Ey eee eS 


— ieetiatd ge Diehinedanaetintaso-eonan Dahl nepenminan einaintaagceae 


Advertising Age, October 3, 1955 


Coming 
Conventions 


Oct. 2-5. American Assn. of Advertising 
Agencies, Pacific region annual meeting, 
Hotel Del Coronado, San Diego. 

Oct. 3-5. Southern Newspaper Publishers 
Assn., 52nd annual convention, Arlington 
Hotel, Hot Springs, Ark. 

Oct. 5-7. Newspaper Advertising Man- 
agers Assn, of Eastern Canada, annual 
convention, Hotel Sheraton-Mount Royal, 
Montreal. 

Oct. 6-8. Pennsylvania Newspaper Pub- 
lishers’ Assn., 3list annual convention, 
Roosevelt Hotel, Pittsburgh. 

Oct. 7-8. Advertising Federation of 
America, 3rd District convention, Sedge- 
field Inn, Greensboro, N.C. 

Oct. 7-9. National Advertising Agency 
Network, eastern regional meeting, At- 
lantic City. 

Oct. 13-14. American Assn. of Adver- 
tising Agencies, central region, annual 
convention, Conrad Hilton Hotel, Chicago. 

Oct. 14-16. Midwest Intercity Conference 
of Women’s Advertising Clubs, Hotel 
Carter, Cleveland. 

Oct. 17-18. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 17-19. American Assn. of Advertis- 
ing Agencies, annual eastern conference, 
Hotel Roosevelt, New York. 

Oct. 17-19. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn., 
Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
4lst annual meeting, Drake Hotel, Chicago. 

Oct. 24. American Assn. of Advertising 
Agencies, east central region meeting, Ho- 
tel Statler, Detroit. 

Oct. 26-29. Advertising Typographers 
Assn. of America, 29th annual convention, 
Balmoral Hotel, Miami Beach, Fla. 

Oct. 31-Nov. 2. Assn. of National Ad- 
vertisers, annual meeting, Hotel Plaza, 
New York. 
| Nov. 6-8. National Newspaper Promo- 
| tion Assn., regional meeting, St. Paul Ho- 
| tel, St. Paul, Minn. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, Au- 
tomotive Bldg., Canadian National Exhi- 
bition Grounds, Toronto. 

Nov. 14-16, Advertising Essentials Show, 
| sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society of 
America, annual national conference, 
Ambassador Hotel, Los Angeles. 
| Dec, 2-3. Midwestern Advertising Agen- 
'ey Network, last quarterly meeting and 
account executive workshop, Drake Ho- 
tel, Chicago. 

Dec. 4-7. Outdoor Advertising Assn. of 
America, 58th annual convention, Hotel 
Sherman, Chicago. . 

Jan, 21-22, 1956. Advertising Assn. o 
the West, midwinter conference, Paradise 
Inn, Phoenix, Ariz. 

Jan. 29-Feb. 1, 1956. National Advertis- 
| ing Industries Exposition, Morrison Hotel, 
| Chicago. 
| Feb. 9, 1956. Associated Business Pub- 
lications, annual midwest conference, 
| Edgewater Beach Hotel, Chicago. 
| March 1, 1956. Associated Business Pub- 
|lications, annual eastern conference, 
Roosevelt Hotel, New York. 

April 8-12, 1956. National Business Pub- 
lications, spring meeting, The Homestead, 
Hot Springs, Va. 

April 15-19, 1956. National Assn. of Ra- 
dio and Television Broadcasters, 34th an- 
nual convention, Conrad Hilton Hotel, 
| Chicago. 

May 14-16, 1956. National Newspaper 
Promotion Assn., 26th annual convention, 
Hotel Cleveland, Cleveland, O. 

May 24-27, 1956. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

June 24-28, 1956. American News paper 
Classified Advertising Managers Assn., 
36th annual convention, Long Beach, Cal. 

June 24-28, 1956. Advertising Assn. of 
the West, 53rd annual convention, Los 
Angeles. 


Two Join Harold Cabot 


Valentine Hollingsworth Jr., for- 
merly administrative assistant to 
the general sales manager of Hol- 
lingsworth & Whitney division of 
Scott Paper Co., has joined Har- 
old Cabot & Co., Boston, as an ac- 
count executive. Louis Panarelli, 
formerly assistant art director at 
Ted Bates & Co., has joined the 
agency as an art director. 


‘Newsweek’ Boosts Guarantee 

Newsweek’s European edition 
will increase its circulation guar- 
antee from 35,000 to 40,000 net paid 
weekly, effective April 2. Basic 
b&w page rate will be increased 
from $350 to $400. 


Columbus Outdoor Moves 
Columbus Outdoor Advertising 

'Co. has moved to new quarters at 

2109 E. Fourth Ave., Columbus, O. 
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Heart-Warming | 
Success Story —s_—. : 


Scott Paper Company has grown steadily 
ince 1879, spectacularly in the last 10 years, 
thanks to fine products, fine advertising— 
and the power of Ladies’ Home Journal. 


In 1954, Scott Paper Company’s dollar sales were five times the 
1944 figure. 


And much of this success is because Scott knows how to ap- 
peal to American women. 

First they give women the finest paper products it’s possible 
to make. And they tell women about Scott value and quality — 
in advertising that goes straight to their hearts. 


Scott products have appeared consistently in Journal pages 
since 1909, because Scott feels that Journal editing provides 
just the right framework for advertising to women. 


This kind of advertising has contributed to Scott’s growth. 
In the last year alone, the company increased its pulp capacity 
by 70% ...added 16 new paper machines...over a million acres 
of timberlands. 


See what happens when you warm the hearts of Journal 
readers? 


“‘ScotTissue"’, ‘‘Soft-Weve’’, ‘‘Waldorf"’, ‘‘Scotties’’, “‘Scotkins’’, ‘‘Cut-Rite’’, 
“‘ScotTowels”’, Reg. U.S. Pat. Off. 


SCOTT QUALITY PRODUCTS—ScotTissue, Scft-Weve, Waldorf, Scot- 
ties, Scotkins, Cut-Rite and ScotTowels—all rate high with women. 
Company began making women Scott-conscious in Ladies’ Home 
Journal over 45 years ago. “The Journal has always been right for 
our advertising,” they say. 


“You tell him how much you love him by your wise, gentle 
care”... Journal readers respond to Scott headlines like this, 


“rhe Journal offers us a large and receptive audience,” 


says Paul Brown, National Retail Sales 

Manager of Scott Paper Company. 

“We have long recognized Ladies’ Home 

Journal as an important advertising medium — ; 

It offers us a large audience relaxed and - 
receptive to new ideas.” ore 


Never underestimate the power of the No. 1 magazine for women... | () 
Home 


A CURTIS PUBLICATION 
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In APPLETON, Wisconsin 

Your advertising message in The Post-Crescent 
is guaranteed to reach over 33,000 subscribers 
every day. That’s 95% of the city zone, 93% 
carrier delivered. Our A.B.C. statement proves 
it. We’re growing at the rate of 1,000 subscribers 
per year. 

In BALTIMORE, Maryland 

The News-Post has had the largest daily cir- 
culation for 28 consecutive years, and the 
Sunday American has had the largest Sunday 
circulation for 25 consecutive years. Over 50% 
coverage of Metropolitan Baltimore daily and 
Sunday. 


In BATON ROUGE, Louisiana 

Rise of Baton Rouge to position as second city 
in Louisiana is chronicled in A.B.C. statements 
of State-Times & Morning Advocate. These 
show 341% increased circulation since 1940, 
population growth same period 305%. 


In BEAUMONT, Texas 

Beaumont Enterprise (M) and Beaumont Jour- 
nal (E) combined daily circulation (A.B.C. 
for 12 mos. ending Sept. 30. 1954) 82,278, En- 
terprise (Sunday only) 71,830. These Audit 
Bureau figures show an increase in combined 
daily circulation of 10,133 and a Sunday circula- 
tion increase of 7,941 since 1950. 


In CORPUS CHRISTI, Texas 


The Caller-Times like Corpus Christi area 
growing steadily—17,876 more A.B.C. subscrib- 
ers 55 over 50, a 24% increase! A.B.C. City 
Zone population 163,753—up 29% (Par. 28). 
Seven of nine Texas Harte-Hanks Newspapers 
now A.B.C:! 


In DALLAS, Texas 


To the advertiser, the Audit Bureau Report 
shows more than abstract numbers. It shows 
that The Dallas Morning News covers not only 
the Dallas Metropolitan Area, but also the 
whole, big Dallas Market. And 90% of that cir- 
culation is home delivered in time for breakfast. 


In DETROIT, Michigan 


The Detroit Free Press, America’s fourth largest 
morning paper, is its fastest growing, too! Free 
Press circulation has grown significantly and 
consistently in both city and suburbs. In the 
booming Motor Empire, you see the friendly 
Free Press everywhere! 


In ELGIN, Illinois 


Where 90% of the homes are owner-occupied, 
there are no newspaper readership peaks and 
valleys. Allowing for steady circulation gains, 
A.B.C. averages for the Elgin Daily Courier- 
News, the year around, vary less than 2%. 


In BECKLEY, West Virginia 


The “A” in A.B.C. also means Action!—because 
our readers, represented by the figures in our 
audited reports, are responsive to the advertis- 
ing of brand name products in the Beckley 
Post-Herald and Raleigh Register. 


In CHICAGO, Illinois 

Chicago’s growing newspaper, the Chicago 
Daily News, has gained 101,627 in circulation 
in the postwar era, based on A.B.C. statements 


for six-month periods ending March 31 in 1946 
and 1955. 


In COLORADO SPRINGS, Colorado 


Local market opportunities change rapidly. 
Today, for instance, in Colorado Springs, you 
get a 30% greater buy in the morning Free 
Press than six months ago. A.B.C. daily aver- 
ages: 4th quarter 1954, 9,576; 2nd quarter 1955, 
12,638. 


YES, SURE OF WHAT YOU GET! The "A” in A.B.C. means "Audited’—also Affir 


In FORT SMITH, Arkansas 


No doubt about Fort Smith! A.B.C. reports 
show Southwest American and Times Record 
to have both coverage and penetrating power, 
102% all-occupied dwelling units in 61,682 Fort 
Smith city zone, and growing. 


in GRAND FORKS, North Dakota 


A.B.C. shows how completely the Grand Forks 
Herald covers the trade area’s 196,726 popula- 
tion. It sells in 34,896 homes daily, gives adver- 
tisers over 20% home coverage in 15 counties, 
100% coverage in Greater Grand Forks city 
zone. 


In GRAND JUNCTION, Colorado 


No guess. No wishful thinking. No percentage 
of delivery. Newspaper advertising is 100% 
delivered. If subscriber is playing bridge or 
shopping, the Grand Junction Sentinel, like all 
newspapers, waits until 14,500 A.B.C. papers 
are read. 


in GREENSBORO, North Carolina 


The Greensboro News and Record’s A.B.C. 
Retail Trading Area is a market-target of $583- 
million in retail sales .. . 87% of the News and 
Record’s 105,404 daily A.B.C. circulation is in 
the A.B.C. Retail Trading Area! 


In GREENVILLE, South Carolina 


25,000 circulation increase in 10 years for The 
News & Piedmont. Now over 100,000 copies 
daily. . . . 96% concentrated in S. C.’s richest 
A.B.C. Retail Trading Zone where only The 
News & Piedmont give effective coverage. 


In HAMMOND, Indiana 


Keeping pace with its market’s tremendous 
growth, The Hammond Times has gained over 
10,000 circulation since 1951. Its June 30, 1955, 
A.B.C. Audit Report gives eloquent proof of 
over 50,000 daily concentrated circulation. 
Reaches four out of five homes. 


In HARTFORD, Connecticut 


The Hartford Courant, New England’s fastest 
growing newspaper, has told its advertisers for 
many years exactly what coverage they get 
through A.B.C. figures. You can’t cover Con- 
necticut without The Courant, daily or Sunday. 


With 
you re} 


In HUNTINGTON, West Virginia 


Since 1940 combined daily newspaper circulation 
has gone up more than 87% and Sunday has 
risen more than 89%. Huntington newspapers 
are alive and growing like the tri-state com- 
munity of the Central Ohio Valley that they 
serve. 


In KALAMAZOO, Michigan 


It takes an A.B.C. audit to make believable the 
circulation growth of the Gazette which, since 
1920, is well over twice the population growth 
rate! This reader welcome assures top attention 
and responsiveness for Gazette advertisers. 


In LANCASTER, Pennsylvania 


During 1929, the A.B.C. Audit of the Lancaster 
New Era—Intelligencer Journal, listed 52,405 
net paid circulation. Our most recent Audit of 
76,385 attests to the growth of the Lancaster 
Newspapers and the wealthy market they serve. 


In LONG BEACH, California 


In 1914, when the Press became a member of 
the Audit Bureau of Circulations, Long Beach’s 
city zone population was only 17,809. Today, it 
is 373,999. Nearly eight out of 10 city zone fam- 
ilies read the Independent, Press-Telegram 
every day. 


In LOUISVILLE, Kentucky 


Audited by cracky! Here in tall-tale Kentucky 
The Courier-Journal and Louisville Times can 
tell a big circulation story that’s absolutely true. 
A.B.C. figures for last March totalled 382,689 
papers each day and 313,261 on Sunday. 
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In LOWELL, Massachusetts 


Lowell Sun and Sunday Sun circulation is big 
and bursting all previous bounds. It is concen- 
trated; chain-linked house by house; cemented 
by 77 years of reading habits. It’s a great, nat- 
ural advertising medium. No waste. 


In LUBBOCK, Texas 


With 53,663 A.B.C. audited circulation, The 
Lubbock Avalanche-Journal is the only me- 
dium that assures you thorough, merchandis- 
able coverage of the growing Lubbock Market— 


without waste, dead spots or fringe-area dissa- 
pation! 


In LYNN, Massachusetts 


Once over in the Lynn Daily Evening Item, 
Lynn’s ONLY A.B.C. paper, does the job 
thoroughly in the rich Massachusetts North 
Shore area. Advertisers know exactly what 
they’re getting when they spend their money 
in the Lynn Item. 


In MEMPHIS, Tennessee 


Since 1940 city of Meniphis has gained 53.1‘: 
in family population, or in number of families. 
But daily Commercial Appeal has gained 93.1% 
in city circulation, Memphis Press Scimitar 
71.5%, Commercial Appeal, Sunday, 82.1%. 


In PONTIAC, Michigan 


With three main divisions of General Motors 
Corp. in Pontiac this area is experiencing record 
growth. Press is keeping pace with net paid of 
over 55,000, an increase of 2,500 in past year! 
Member of A.B.C. 


In PORT ARTHUR, Texas 


The News, with highly concentrated A.B.C. 
circulation, reaches 98% of the homes—where 
the buying is done. Unexcelled home delivery— 
placed wherever subscribers want it. Steady 
increase past 20 years without special cam- 
paigns. 


In PROVIDENCE, Rhode Island 


And in Providence, R. I., Journal-Bulletin terri- 
tory you are sure of a combined 197,174 daily. 
Sunday’s Journal is a sure 182,961. It’s A.B.C. 
sure, and it’s A to Z complete coverage. 


In RALEIGH, North Carolina 


Easy as A.B.C. to sell Raleigh PLUS the 33- 
County “Golden Belt of the South” (where one- 
third of N. C.’s Retail Sales are made) with the 
Raleigh News and Observer—Raleigh Times. 
M & E - 137,586, E & S - 147,632. (A.B.C. 
3/31/55). 


In SAN JOSE, California 


It’s “UP, UP, UP” in Circulation. The Mercury 
and News now have 94,000 daily and aiming at 
“100,000 in 55”, up 17% in 20 months. And, 
best of all, it’s solid—only 3.48% duplication! 


In SANTA ROSA, California 


Growth, solid and spectacular, is pictured in the 
six-month A.B.C. publisher’s statements at 
Santa Rosa, Press Democrat . . . 21,792 daily, 
20,217 Sunday in 1954; 28,189 daily, 29,122 Sun- 
day in 1955. That’s up 29% daily, 44% Sunday. 


In SHREVEPORT, Louisiana 


Steady growth describes best both the Shreve- 
port market and the Sunday Shreveport Times. 
March 31, 1955, A.B.C. statement shows a 22% 
circulation increase in two years since March, 


1953, statement. Sunday circulation is now 
100,178. 


In SIOUX FALLS, South Dakota 


You can always be certain that you'll receive 
95% city zone coverage and 67% coverage of 
Sioux Falls’ 14-county retail trading zone, when 
you buy space in the Argus-Leader, South 
Dakota’s leading medium. 


NEWSPAPERS 


A.B.C. SURE 


In MUNCIE, Indiana 


The Muncie Star and Press with over 48,000 
A.B.C. daily circulation (Sunday over 30,000) 
effectively cover most of five counties and parts 
of three counties in Eastern Indiana with over 
210,000 population and over $350,000,000 pur- 
chasing power. 


In NEW ORLEANS, Louisiana 


The Times-Picayune New Orleans States Pub- 
lisher’s Statement for the first quarter of 1955 
shows 284,582 daily, 286,447 Sunday. That’s a 
whopping, sure tool for selling in the Gulf 
South. 


In OGDEN, Utah 


“More than doubled in 15 years’—that’s the 
circulation story of the Ogden Standard Exam- 
iner. Here’s the picture of steady, consistent, 
healthy growth: 1940 - 13,330; 1945 - 22,158; 
1950 - 24,005; and today - 27,767. 


In PEORIA, Illinois 


Orchids to the Audit Bureau of Circulations. 
Their 41-year record of accurate, honest, fear- 
less service is an enviable one. When we say 
“Peoria Journal Star daily net paid exceeds 
100,000” we are proud to add the three letters 
A.B.C. 


In PHOENIX, Arizona 


Daily circulation of The Phoenix Republic and 
Gazette has soared to 160,505 for the three 
months ending March 31, 1955 (A.B.C. Pub- 
lisher’s Statement), outdistancing Arizona’s 
32.4% population growth since 1950 by 2.8%. 


In ROCHESTER, New York 


Circulation of the Times-Union and Democrat 
and Chronicle has grown steadily for decades. 
Gain in last A.B.C. period was three times the 


national average. Combined circulation now 
242,363 daily. 


In ROCK ISLAND-MOLINE, Illinois 


Nine out of 10 homes in Illinois zone of Quad- 
Cities subscribe to Argus and Dispatch. These 
two evening papers, that have enjoyed circula- 
tion gains of nearly 50% in past 15 years, serve 
separate segments of these Illinois cities, with- 
out duplication. 


In ST. JOSEPH, Missouri 


90,000 Daily Circulation (A.B.C.) ... The St. 
Joseph News-Press & Gazette published in a 
city of 80,000... . Yes, the folks in N. W. 
Missouri and N. E. Kansas take a lot of News- 
Presses and Gazettes. You can cover this market 
with these newspapers. 


In ST. LOUIS, Missouri 


For the St. Louis Globe-Democrat, that means 
292,845 morning and 360,922 Sunday—audited 
circulation! That’s a far piece from the 134,199 
aera shown on the first A.B.C. audit in 


In SAN BERNARDINO, California 


The San Benardino Sun Telegram has 52,941 
A.B. circulation as of August 1955. Eight 
years ago it was 31,464. We are growing with 
our new San Bernardino-Riverside area Met- 
ropolitan Area. 


In SOUTH BEND, Indiana 


You are A.B.C. sure of more than 109,000 daily 
and more than 112,000 Sunday circulation when 
you use the South Bend Tribune to cover north- 
ern Indiana and southern Michigan. 


In WASHINGTON, D. C. 


You’re A.B.C. sure of over 380,000 daily circula- 
tion—more than 410,000 on Sunday—when you 
use the Washington Post and Times Herald. 
Seven out of 10 coverage in the city zone. 


In WATERLOO, lowa 


The Waterloo Daily Courier is a charter mem- 
ber of A.B.C. Our 94.1% coverage of Black 
Hawk County is an established fact and not just 
fancy. You are assured of readership and results 
when you use the Courier. 


In WAUKEGAN, Illinois 


In five years Waukegan City Zone has jumped 
from 50,404 to 63,579, recent government cen- 
suses report. Keeping pace with this 26% in- 
crease, Waukegan News-Sun circulation is at a 
new high of 27,108. 


In WESTCHESTER COUNTY, New York 


The best way to reach top quality Westchester 
—in quantity—is through the Westchester 
Group Newspapers. Now at an all time net paid 
high of 138,928 A.B.C.—a 39% gain in 10 years! 


med, Accredited, Actual, Authenticated, Attested—in other words, no ‘guess work”. 
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Appoint ANPA Committee | tion and cost records. Members are 

The American Newspaper Pub-| Henry Garland, Pittsburgh Post- 
lishers Assn. Research Institute | Gazette, chairman; Shields John- 
has appointed a special committee | son, Roanoke Times & Werld- 
to study composing room produc- |New s; 


J. Harold Mintun, 


= PERE NE / Something Omitted on a Printed Job? 
OVERPRINTING AND IMPRINTING 


—even on Folded er Bound Jobs 


Sersen’s IMPRINTING, Inc. “\7'e"Roons. 


17 N, Loomis St. 


CHICAGO 7 


¢ ee 2 


Pittsburgh Press; M. M. Pennock, 
Philadelphia Inquirer; and G. S. 
Phillips, Washington Post & Times- 
Herald. 


Eanes Gets Virginia Apples 
Cabell Eanes Inc., Richmond, has 
been appointed to handle advertis- 
ing for the Virginia State Apple 
Commission. Main promotion of 
the commission is its annual “ap- 
ple harvest time in Virginia,” a 
two-week promotion each October. 
The Virginia State Department of 


_ Agriculture and the Virginia State 


Chamber of Commerce works with 
the agency on the project. 


Stensgaard Boosts Montana 

Eugene J. Montana has been ap- 
pointed sales service manager of 
W. L. Stensgaard & Associates, 
Chicago, display manufacturing 
and merchandising counsel. With 
the company two years, he suc- 
ceeds Paul Jones, who has joined 
a book publisher in Cedar Rapids 
as v.p. and general manager. 


ee REA ae. 
~y 


tomer 


ven 


Advertising Age, October 3, 1955 


Provandie Now Heads 
Hoag & Provandie: 


Executives Move Up 


Boston, Sept. 27—Paul H. Pro- 
vandie, v.p. and co-founder of 
Hoag & Provandie in 1947, last 
week was named president of the 
agency. At the same time Myron 
L. Eastwood, v.p. and general man- 


serene t 


Paul Provandie Myron Eastwood 


ager, was named treasurer. These 
posts formerly were filled by J. 
Paul Hoag, who died Sept. 15 (AA, 
Sept. 19). 

The agency’s board also named 
Langley C. Keyes, v.p. and director, 
to the post of exec. v.p. William 
Van N. Washburn, account execu- 
tive and board member, was elect- 
ed a v.p. 

Mr. Provandie is president of 
the Broadcasting Executives Club 
of Boston and immediate past pres- 
ident of the Advertising Club of 
Boston, Mr. Eastwood has been 
with the agency since its founding. 
He was an account executive for 
six years before his election as v.p. 
and general manager. 


and the one tool 


that opens it BHST 


you don’t. You use a bottle opener—the logical tool. 


William M. Wall has rejoined W. 
B. Doner & Co. as creative director 
of the agency’s Baltimore office. 
Mr. Wall previously was with 
Compton Advertising, Cunning- 
ham & Walsh and Batten, Barton, 
Durstine & Osborn in New York 
and Doner in Detroit. 


| Wall Rejoins W. B. Doner 
= 


Steele Gets Concord Valueland 
Don Steele Inc., San Francisco, 
has been appointed to direct ad- 
vertising and public relations for 
Concord Valueland Inc., which will 
open a multi-million dollar shop- 
ping center in Concord Oct. 27. 


That’s how it is with WSM and the Central South—a rich $2,713,371,000 market 


—more potent in consumer spending power than the cities of Baltimore, Buffalo, 
Minneapolis, Cincinnati, or Houston. 


‘Time’ Boosts Gardanier 

Robert S. Gardanier, formerly 
on the New York sales staff of 
Time, has been named manager 
of the magazine’s Cleveland office. 


At first glance the Central South is an apparently tough market for the adver- 
tiser to reach and sell. It’s an extended market composed largely of small towns. 


If you attempt to cover it with a combination of another Nashville radio station 
plus small town stations or with a combination of a Nashville newspaper and 
small town papers, the cost is three to fifteen times greater than that of a WSM 
custombuilt program. And TV viewers in this market represent less than half 
the buying power of the Central South. 


There is only one tool that opens this rich market at a cost within the bounds of 
the sensible advertising budget. That’s Radio Station WSM. 


May we prove this to you? We would like to put into your hands a new brochure about 
the Central South entitled ““The Mystery Market.” It shows the relative costs 
of advertising in this market for all major media. We believe it contains 


facts and figures not found in the files of even the most experienced 
advertisers. May we send you a copy? 


WSM 


RADIO @o@ 


BOB COOPER, Sales Manager 
Represented by John Blair and Company 
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old fashioned 


Cheddar 
Cheese Wheel 


A gourmet’s treasure that’s sure to 
please everyone .. . associates, clients 
and employees. Direct from the heart 
of the Cheddar country in Upstate 
New York. Over 5 Ibs. of ‘rich, tangy 
cheddar . . . red wax coated, patiently 
cured for ‘fullest traditional flavor. 
Attractively packaged, wrapped in re- 
usable, flavor-protecting pliofilm bag. 
Send your complete Christmas list 
.. + we'll do the rest! 
$5°°5 postpaip ANYWHERE IN U. 5. 
Please inquire about quontity discounts. 


GRAOC DAIRY PRODUCTS Co. 


NASHVILLE ¢ CLEAR CHANNEL @ 50,000 WATTS 


e 650 KC 
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Advertising Pages and Linage in National Magazines r 


Official Figures tor August and Year-to-Date as Compiled by Publishers Information Bureau 


x | Advertising. Age, October 3, 1955 


Publications with an * report directly to ApverTISING AGE 
-——————— Pages—_____—_. -— Lines -—-——— —— Pages——_ —— Lines — ~ 
Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Auy. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug.  Jan.-Aug. 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 
’ Weeklies, Bi-Weeklies i Movie Stars Parade ....... 1780174675 157.5 7,651 7,456 71,843 67,559 
j - Semi-Monthlies Personal Romances ........ 1445 13.1 145.4 128.8 6.220 5,597 62,359 55,232 
t *Capper’s Weekly .......... 95 13.7 1054 1397 9,457 13,686 105,387 139,663 TV Star Parade .......... 136 10 1256 1122 5.830 4,706 53,881 48,121 
’ "Christian Advocate ........ 124 130 1461 °& 1433 5,127 5,385 60,485 59,312 | *Quality Romance Group .... 6.0 6.0 48.0 48.0 2,268 2,268 18,144 18,144 
NAR aS RET 545 594 639.0 658.6 37,060 40,392 434,520 447,916 | #t*Screenland ............ 12° < 31.2 ome 4,796 13,393 
tg SE Ro 8 539 535 602.4 564.6 23,123 22,952 258,430 242,214 | *Secrets Romance Group: 
| ET ee oD 20.0 210 162.7 1700 20,000 21,000 162,700 170,000 Revealing Romances ...... 15.6 147 120.7 125.4 6,699 6,255 51,769 53,807 
NS ou Soah Ot ie ive, 268.3 254.2 2,722.5 2,600.0 182,444 172,586 1,851,300 1,767,730 WE enc hekik soc dake 15.2 153 1260 144.7 6,527 6.591 54,054 62,028 
LS 103.5 824 920.1 885.2 70,380 56,032 625,668 601,868 | #6rSilver Screen .......... 99 ae 33.3 a 4,229 14,292 
ye 193.3 185.5 2,425.5 2,287.7 82,926 79,580 1,040,540 981,467 | True Story Women’s Group: 
MN occ tcis is cece 208.8 194.8 1,840.9 1,794.9 87,696 81,816 773,178 753,816 NS RE 316 318 2937 2958 13,556 13,642 125,997 126,855 
*Presbyterian Life ......... 78 53 16 106.4 3,293 2,216 46,854 44,503 TV-Radio Mirror ......... 248 241 196.9 183.4 10,639 10,339 84,470 78,679 
The Reporter ............. 9.1 7.0 1256 104.4 3,822 2,940 52,752 43,848 True Experience ......... 264 254 2070 196.4 11,326 10,897 88,803 84,256 
Saturday Evening Post ..... 182.7 192.0 2,298.4 2,400.5 124.236 130,560 1,562,912 1,632,340 True Love Stories ........ 25.6 26.0 207.9 192.5 10,982 11,154 89,189 82,625 
ates Review PS 32.4 344 502.0 492.3 13,608 14,448 210,840 206,766 True Romance ........... 261 25.0 2055 192.0 11,197 10,725 88,160 82,368 
SUSU TE das ieees. 29.9 26.0° 223.9 225.0 32,415 28,206 242,980 244,097 t 7.7 19.133. 19,262 172.458 149,163 
| #§Sports Illustrated ...... 41.4 1054 445.8 105.4 17,761 45,217 191,248 45,217 Total roe’ oe al eae Poy ans 3.4089 3518.1 181,028 177.173 1,543,989 1,506,763 
| ory aa Pe ebeecececence see 210.3 “a. 2,129.2 weed 88,326 oa 894,264 ZtNot included in totals. {Published bi-monthly; figures shown are for July-August issue. Started publication as a bi- 
DFR RIES ccvceccssscecs <a . easy , ’ <n i j i- : fi shown t- ber issue. Started publication as a 
U.S. News & World Report .. 200.4 161.4 1,877.0 1,709.0 84,168 67,788 788,340 717,780 | jimennvin Apis ny Sours ee 
ER, 1,590.5 1,513.9 16,7665 16,4108 865,435 827,913 9,083,514 ~&547,584 | NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by the 
tFour issues in August 1955; five issues in August 1954. {Five issues in August 1955; four issues in August 1954. §Five group as a whole PLUS additional advertising carried by each individual publication. 
i issues in August 1955; three issues in August 1954, Started publication in August 1954. 7¢Not included in totals. 
Women’s : Magazine Linage Trend Figures in Thousands 
sitar Uving Oa A A a 23.7 30.0 226.1 289.5 10,167 12,870 96,997 124,196 
ride’s Magazine ......... — —_ 438.8 427.0 277,322 269,864 
tEverywoman’s ............ 251 303 2904 3203 10,768 12,999 124,582 137,408 WEEKLIES GENERAL 
fend _ | RRS 51.2 48.3 507.8 528.9 21,965 20,721 217,846 226,898 1955 1955 
ood Housekeeping ........ 100.0 924 8768 874.1 42,900 39,640 376,147 375,032 - 
: Ladier Home Journal ....... 65.6 499 736.9 642.6 44,608 33,932 501,092 436,968 AUG.| 865 AUG.| 380 J 
McCall's Magazine ......... 45.7 482 5478 499.2 31,076 32,776 372,504 339,524 : 
Parents’ Magazine ........ 45.3 60.8 4140 458.7 19,434 26,083 «177,606 —196,782 | | JULY| 88! : JULY| 409 x 
] | yee 2265 1929 908.6 836.8 154,020 131,172 617,848 569,024 1954 1954 
a t*Western Family: 
\ Southwest Edition ........ 20.8 22.0 229.0 2316 8,909 9,426 98,249 99,356 a eee AUG. EE 
r Mountain Edition ...... 18.9 19.7 207.6 214.0 8,110 8,457 89,073 91,814 
#No. Calif. Edition ..... 196 222 2221 2328 8,404 9,514 95,286 99,887 . , 
H#Northwest Edition ..... 196 22.7 2229 2318 8.395 9,745 95,623 99,443 
: {Women’s Day ............ 429 416 4399 457.1 18404 17,846 188,717 196,096 WOMEN’S BUSINESS FASHION HOME 
Woman’s Home Companion ... 45.3 43.8 410.2 404.7 30,804 29,784 278,936 275,196 1955 1955 1955. 1955 
*The Workbasket .......... 33.2 299 207.2 °® 219.1 6,511 5,858 40,601 42,947 [247 | 
Total Group ............ 725.3 690.1 6,233.5 6,189.6 399,566 373,107 3,368,447 3,289,291 auc.[400 | AUG. AUG.| 346 AUG. | 247 
{ tSee note at end of linage tabulation. §Published in January, April, July and October. fOne issue in August 1955; two [84] 
issues in August 1954. 7Not included in totals. suty[ 349] suty[ 296 | JULY| 8.4) AY 
a 1954 1954 1954 1954 
General rR 373 AUG. P-Jer} 
"American Artist .......... — —— 486 1819 70,804 76,375 
he *American Forests ......... 12.8 93 1278 1141 5,376 3,906 53,676 47,922 
, American Legion .......... 198 163 142.7 152.7 8,316 6,846 59,934 64,176 
American Magazine ....... . 18.2 17.0 180.7 189.7 7,644 7,140 75,894 79,674 
oS EEE ES Es 135 162 1386 153.4 5,792 6,950 59,459 65,809 | Business Week ............. 376.5 315.5 3,578.6 3,578.3 158,130 132,510 1,503,012 1,502,844 
Ty ere 16.6 13.7 195.5 186.7 6,972 5,754 82,110 78,414 | pDun’s Review & Modern 
} Christian Werald ........:. 25.7 28.3 251.3 253.0 11,025 12,141 107,808 108,537 RES SE ee 56.0 57.2 549.7 658.1 23,520 24,024 230,874 276,402 
t*Columbia ............... 7.7 4.0 79.4 32.7 3,231 2,735 33,366 22,261 | +*Financial World ......... 39.1 235 380.7 322.7 16,418 9,888 159,899 135,534 
| Se 20.0 180 1930 194.0 3,640 3,276 35,126 J. “}Sepeee 328 27.1 407.4 345.2 13,776 11,382 171,108 144,984 
Cosmopolitan ............. 1448 189 160.2 1843 6,349 8,108 68,726 WE F WME Cécdencecciccvcstes 112.3 106.0 992.0 1,053.0 70,974 66,992 626,944 665,496 
“Eagle Magazine .......... —_—_ 53.6 40.0 22,519 16,772 | Nation’s Business .......... 22.2 21.3 280.3 316.9 9,524 9,138 120,249 135,993 
hl aN SS SS! RS RM Oe | tet Boss 5 0s $38.9 550.6 “6188.7 6274.2 292,342 253,934 2,812,086 2,801,253 
tElks Magazine ........... 78 7.3 91.6 88.1 3,346 3,132 39,296 37,795 aad 
Ue ere 30.3 22.7 465.0 382.5 20,604 15,436 316,200 260,100 | ‘Five issues in August 1955; four issues in August 1954. 
as oo 5 50s 7.9 8.6 84.0 83.6 4,927 5,371 52,725 52,518 
MES” 643 ceatinsexs cs: 175 158 1486 147.0 12,035 10,852 102,207 = 101,136 | Youth 
CD oan a A's oats vi 21.0 19.0 2090 1525 8,820 7,980 87,780 64,032 
TRS Aa 45 US 1822 157.9 6,221 4,934 78,164 67,740 | American Girl ............ 26.5 322 1678 180.9 11,369 13,814 71,986 77,606 
) "Grade Teacher ........... atlas <n 176.0 179.0 77,598 76,991 | Boys’ Life ...........eeees 18.5 21.1 187.4 179.8 12,580 14,348 127,432 122,196 
Harper's Magazine ......... 174 159 1765 1608 7,308 6,678 74,130 67,536 | *Child Life ............... — —<- ae ‘ant ote oor 
PSE 36.3 308 549.7 541.2 24,684 20,944 373,796 368,084 Sehotastte Magazines ........ ee a +4 oy ’ o> op 
“Improvement Era .......... 25.3 24.0 2209 2265 10,626 10,063 92,779 95,133 | ‘Scholastic Roto ........... — 28. 4. _ 24831 22,359 
SENS cdbbéwess vesase ——= me 1630 1699 111,515 116,234 Total Group ............. 0°” §©69sdS3.3—=«* 7.7 ~~—SC«O 23,949 28,162 306,315 314,178 


*Motor Boating ............ 87.8 74.3 1,021.5 895.7 51,622 43,708 600,659 526 635 
National Geographic ........ 25.0 23.8 325.0 283.3 5,950 5,664 77,350 y 
re ces. 19.4 212 180.7 1925 13200 14394 122851 130,934 | Outdoor & Sports 
MT, Goaséesp eee hoe 12.0 11.5 162.2 143.6 5,090 4,873 68,614 60,735 *American Rifleman ....... 61.5 61.1 463.3 448.0 26,400 26,198 198,747 192.207 
#||| Reader's Digest ........ .- eae eee 5,824 29,120 Field & Stream ............ 47.0 475 523.3 517.1 20,163 20,378 224,496 221,879 
SGU cei veveses srs ssenes a eS] SS 3,396 4,027 = - 29,384 = 28,683 | +Fur-Fish-Game ............ 144 155 1529 163.4 6,168 6,667 65,583 70,026 
Redbook Magazine ......... ae UA NGL 61682 5,752 7,465 75,547 68,726 | outdoor Life ............:. 498 463 5523 5239 21,364 19,863 236,937 230,754 a 
: *Rotarian ........-.- 600s A 2 = my er rey an i Sports Afield .............. 49.3 385 480.6 443.7 21,150 16,517 206,177 190,391 : 
yp r OPT TYP ERP oR EEE . A I ‘ P x —_—_——— 
Town & Country ........... 5l1 517 4706 4638 34339 34,742 316,243 309,947 Total Group .......-...-- 222.0 2085 21724 ~ 20961 ~ 95245 ~ 89,623 ~ 931,940 ~ 905,257 a 
Town Journal ............ 258 343 2769 300.1 411,068 #14406 ~~» 118,7 ( 
ree Seb tines wed eves 218 181 189.2 236.0 9.352 7,765 81,167 101,244 | Mechanics & Science : 
eneme .Shh=0enreekns’ oi 712 _ OS TR | eters Matted ........ 515 47.3 5252 5159 11,536 10,595 117,645 115,561 e 
) arr err rrr 728.6 685.8 8,448.0 : 7,972.2 * 380,452 357,172 : 4,431,353 4,176,760 Popular Mechanics .......... 96.6 108.8 1,060.7 1,117.8 21,638 24,371 237,597 250.409 ; 
tLarger page size (688 lines) in August 1954. |||Started accepting advertising in April 1955. §Published bi-monthly; figures *Popular Science .......... 95.3 91.8 996.5 988.2 21.336 20.566 223.218 221.360 
| shown are for July-August issue. {See note at end of linage tabulation. # Not included in totals. tScience & Mechanics ...... 77.4 64.7 371.0 365.4 17,338 14,493 83.104 81.827 
Total Group ...........-- 320.8 312.6 2,993.4 2,987.3 71,848 70,025 661,564 669,157 
{Published bi-monthly; figures shown are for August-September issue. 
com | Hage 
on American Home ............ 68.9 41.2 5346 510.2 43,545 26,038 337,867 322,446 | Detective & Fiction 
/ Better Homes & Gardens ..... 76.5 59.0 1,005.2 976.8 48,348 37,288 635,286 617,338 ' 
\ *Flower Grower ............ 36.0 37.0 475.7 494.0 15,120 15,540 199,780 207,480 | Dell Men's Group .......... 10.0 9.9 108.0 102.1 4,290 4,247 46,332 43,801 
House Beautiful ........... 45.4 49.7 763.7 813.3 28,693 31,410 482,658 514,005 | "Thrilling Fiction Group .... 6.1 6.3 65.9 65.6 1,374 1,421 14,761 14,694 
House & Garden ........... 6.5 31.3 5705 558.6 41,396 19,782 360,556 353,035 Total Group ..........++. 161 162 1739 1677 5,664 5,668 61,093 58,495 
Md sce ini. 32.3 27.9 3426 3485 13,857 11,969 146,975 149,549 
ss. svaincass ee 26.2 299 4978 457. 16,558 18,897 314,610 288,887 
Sunset Magazine ........... 94.0 100.2 985.2 1,0605 39,480 42,084 413,784 445,410 | Farm 
re 444.8 ~ 376.2 5,175.3 5,219.0 246,997 203,008 2 891,516 2,898,150 | +Better Farming ........... 395 47.3 5568 617.0 16,946 20,291 238,867 264,693 
| Capper’s Farmer .........-. 47.2 446 4465 4335 20,249 19,133 191,549 185,971 
} tFarm Journal ............ 72.7 630 712.3 708.3 $31,188 27,027 305,577 303,861 
Fashion {Farm & Ranch—Southern 
i haa ote cc cvsceeses 75.1 68.4 733.0 585.1 32,218 29,344 314,457 251,051 Agriculturist ............ 38.6 26.0 323.9 310.2 16,559 11,154 138,953 133,076 
4 i 136.7 123.6 742.7 6835 58,644 53,024 318,618 293,264 | ¢Progressive Farmer ........ 76.7 67.5 736.1 728.0 52,156 45,900 500,548 494,040 
i Harper's Bazaar ..........-- 88.7 92.2 oa cae Ry Rm 414,023 410,989 | Successful Farming ......... 65.4 63.3 679.7 667.8 29,430 28,485 305,865 300,510 
| Mademeledte .....++--++++» i as STIS] SES | (Toleh Grom. .....----+-- 340.1 SL? “34553 30048 “1ee528 “151,990 Lesi359 “1682151 
| 0 a ee Te re 135.6 161.1 947.5 978.4 85,699 101,815 598,820 618,349 {Formerly Country Gentlemen. {See note at end of linage tabulation. 
Total Group ..........--- 05.1 ~ 709.3 3948.2 36695 348.020 355.709 2,019,105 "1,905,056 Bho 
\ R Radi Newspaper Sections (I) 
ance-Radio 
les nema (Nationally distributed with Sunday newspapers) 
Oe Modern Grenp: American Welly ........-. 45.6 39.3 4295 340.4 38,760 33,405 365,075 289,255 
| Modere Beaman .....--. a ye ey ee 90,090 = 98,970 a SUE ibe vcdas 166 19 1710 632 £15810 10115 145,350 53720 
HY Bede SHE 445--+----- 7 oe > ~~ a es | _ tn aan aS 43.7 419 4592 3959 37.145 35.615 390320 336515 
| Screen Stories .......... 24.1 251 1785 1894 10,339 10,768 76,577 GL253 | tins Weel iscsi ....... 6 6 @OS S625 Saeee 67260 Sinves  smnass 
i" et oe —— f Total Group ......-++++: “1678 1487 (16606 13520 “142375 126.395 T4il5i0 “1149,115 
q ta as 163 164 1429 1486 6.993 7,036 61,304 63,795 | tFour issues in August 1955; five issues in August 1954, 
True Confessions ......... 183 188 1664 1828 7,851 8,065 71,386 78,421 
‘Hillman Women’s Group ... 18.3 126 123.7 1064 7,839 5.420 53,066 45,660 | Newspaper Sections (II) 
*Hillman Romance Group .... 1.5 21 16.1 27.0 652 891 6.888 11,573 é 
*Ideal Women’s Group: (All other newspaper sections and comics) 
Intimate Romances ...... 44.9 130 147.0 1281 6,396 5,579 63,049 $4,958 | ‘First 3 Markets Group .... 280 256 3318 2885 23,800 21,760 282,030 245,310 
DUE o5cdacsCeovess 178 163 1676 156.4 7,651 7,013 71,913 67.073 | +New York Mirror Magazine... 31.4 30.1 288.0 2949 30.772 29,498 282240 289.002 
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tTwo issues in August 1955; four issues in August 1954. Now published bi-weekly. #tNot included in totals. 
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the magazine, it is counted in the totals as .25 pages. 


Advertising Age, October 3, 1955 
aia a 2 QM rng rc re Lines- te ae cy — Pages——_—___—___-—~ , Lines -_——-- 
ug. ug. .-Aug. Jan.-Aug. ug. Aug. Jan.-Aug. . Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. .- Aug. .-Aug. 
1955 1954 1955 1954 1955 1954 ca. nae 1985 1984 1055 1958 «1985S sages does tose” 
| 

tNew York Times Magazine . 1841 1624 1,596.1 1,420.7 156,485 159,152 1,356,685 1,228,707 | Foreign 
Total Group ............ _ 2435 «2ST 22159 20081 211,057 210,410 1,920,955 1,763,019 | Life International: 

tFour issues in August 1955; five issues in August 1954. English Edition .......... 4 a os ot nae 33,745 333,319 259,165 

Spanish Edition .......... ; f . : 55,84 57,120 346,239 297,625 
, ; ; : . Newsweek-European ......... 56.0 33.0 360.0 265.9 23,520 13,860 151,18 111,650 
All figures in the following groups were compiled by Advertising Age Newsweek-Pacific: 
| Asian Edition ............ or — 7 ms 4 27,230 182,976 162,360 
: | Tokyo Edition ............ . . 5 & , 32,200 181,576 236,320 

Comics Magazines Popular Mechanics: 

#tAmerican Comics Group .. 80 125 319 505 3,024 4,725 12,073 19,089 | Mecanica Popular (Spanish) 8234 246 1924 189.1 — tease son on) 

#tArchie Comic Group ...... 98 8.8 27.6 27.1 3,686 3,308 10,414 10.207 Mecanique Populaire (French) 15.8 14.3 218.8 198.5 3,528 3,192 49,011 44,436 

#tHarvey Comics Group ..... 10.3 8.8 46.7 33.3 3,875 3,339 17,641 12,600 | Reader's Digest: 

National Comics Group: - Argentine ......-.6se005- 44.0 41.5 304.5 278.5 8,008 7,553 55,419 50,707 
(Total 2 Units) ......... 9.6 10.0 79.1 81.0 3,592 3,780 29,929 30,620 Australian .....66000005: 43.5 42.5 370.2 370.5 7,917 7,735 67,368 67,431 
4” eS ae 48 5.5 39.8 40.2 1,796 2,079 15,060 15.185 ee 40.0 28.0 343.0 265.0 7,280 5,096 62,426 48,230 
HBlee Unit ........... 48 45 39.3 408 1796 1701 14.869 15.435 gig ie FAs fe 745 70.0 672.0 533.5 13.857 13,020 124,992 99,371 

Quality Comic Group ...... 60 60 48.0 48.0 2,268 2,268 18,144 18,144 | Caribbean .......6..-..- ey ae oa. eyo ‘cia = <= 

om — — 5 eee PE tap pepged nets se,0: - . : . ' ) ,0 2,500 

Siaiiiind enibanas tons Re: a ond pee ee wae al. e& energies 60 80 1050 67.0 Lll6é 1488 19.530 12,462 

French (Belgium) ........ 32.0 33.0 309.0 321.0 5,600 5,775 54,075 56,175 

French (Paris) .......... 37.0 32.0 580.0 585.0 6,475 5,600 101,500 102,375 

French (Provincial) ...... 45.0 40.0 624.9 588.0 7,875 7,000 109,365 102,900 

Canadian National Weekend Newspapers (Rotogravure Linage) French (Swiss) .......... 21.0 130 139.0 1360 3675 #2275 24325 23,800 
py aon ttt eeteeereeeees Po me or a — poy —— 524,636 | German (Germany) ....... as ae —e eaz-6 vases = wale 95,004 
Meats «v0.0 6s aa ' . ‘ . é \ 4 468,641 | German (Swiss) ......... > : ’ ‘ , . . 23,114 

Star Weekly ........ irexige 42.9 586 629.9 665.7 40,775 55,674 598,395 632,467 Ea aa 38.0 22.0 355.0 220.5 6,916 4,004 64,610 40,131 

Weekend Picture Magazine ... 54.0 46.0 664.3 672.5 52,682 47,229 647,729 658,363 | POD. Ubawatidn +0 cevus 29.0 27.0 229.0 165.0 5,278 4,914 41,678 30,030 
Total Group ............ 186.2 2019 22675 23315 182673 200,198 2219389 2284107 | Italian .........-..-.-+. so 4S USS 7,740 7,568 77,142 83,162 

tFour issues in August 1955; five issues in August 1954. |  dapamese ..cceseeeereees 25.0 26.5 229.2 267.5 4,200 4,452 38,500 44,940 

Japanese Troop .......... 37.5 35.0 3135 236.0 6,825 6,370 57,057 36,673 

C ai at a 565 51.0 405.4 469.0 10,283 9,282 73,782 85,358 
anadian New Zealand ............ 195 175 1428 160.5 3,549 3,185 25,981 29,211 

#Canadian Home Journal .... 39.5 31.300 — 325.3 26,837 21,277 mae | gee 28 1070 «GAS © 6200««MG:1SS—«18725 —«OT.SSB «(108.499 

Canadian Homes & Gardens .. 26.7 © 30.5 «305.9 © 369.2,» :18,184 20,742» -207,987 251,028 | suuth African 720 650 $760 4760 12888 ###11635 103104 # 88.206 

SS vb ocsa. web ese: 215 191 2914 3261 14596 12975 198166 221.797 a eee? * ; ; 

NaI 19.7 158 2268 2022 8,467 6,752 i Be ~~ Ee SR oan ee alle 

(ESS GS S27 6792 G08 41,705 35890 461,885 422429 | orm weer A A aa pen gh on 

ovtair 73 2h eed seas py 19136 1eSae> spwions | Time-Atlantic ...........-. 106.0 89.1 6956 579.0 44,520 37,145 292,159 242,910 

J . . , Time-Latin American ........ 106.0 1038 765.4 730.2 44,520 43,610 321,468 306,705 

Reader's Digest: : ~ 
Englich Edition .......... 55.0 56.2 S554 616.7 10,010 10,237 101,084 = 12.239 | vine Parific: «..--++------. ae ie2.4 25.000 25380 200492 «(135/380 
French Edition .......... 59.0 55.7 598.2 632.3 10,738 10,146 108,880 115,069 sein om een 53.3 34.7 370.6 304.3 22,400 14,420 155,652 127,680 

Rewe Moderne ............ 121 159 1721 #1895 a eee Seeman Poe oot ees ense cece sts. . 

Revue Populaire ............ 16.6 148 1948 1941 11,643 10,341 136,374 135,882 | Total Group ............ 1,836.3 1,660.8 14,843.2 13,501.0 547,259 495,120 4,171,965 3,735,888 

rm ete sescneeeeeererss 21.2 19.9 265.0 268.1 14,861 13,937 185,479 —-187,693 | NOTE: All sectional advertising of Better Living, Elks Magazine, Everywoman’s, Family Circle, Town Journal, Woman’s Day, 

urday Night ........... 38.4 42.2 465.0 512.1 16,168 17,720 195,296 278,149 Farm Journal, Farm & Ranch—Southern Agriculturist and Progressive Farmer is reduced by application of a ratio figure to 

Time-Canadian ............ 165.1 1318 1,391.6 1,319.9 69,335 55,370 584,451 554,365 | tae a geo ‘atarrt 7 Meine 

oes, eee ’ each advertisement; this ratio is the circulation of the particular edition carrying the advertisement to the total circulation 
Ok” ee 523.7 482.7 5,418.7 5,555.3 243,391 223,965 2,579,705 2,701,177 of thea magazine. For example, if a page advertisement appears in an edition representing 25°, of the total circulation of 


with those who know- 
ies supertor 


Production men (and women) get happy 
over the quality plates we brew in our shop 

- founded 1925. Call us SUperior 7-7070. 
Chances are we'll start a long, profitable 
relationship . . . for YOU! 


CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 


NIAA Issues New Section 
of ‘Know,’ Ad Handbook 


National Industrial Advertisers 
Assn., New York, has issued Sec- 
tion III of “Know,” a handbook of 
methods for evaluating the ef- 
fectiveness of industrial advertis- 
‘ing. Prepared under direction of 
‘the advertising effectiveness com- 
mittee, Section III, in addition to 
presenting a number of case his- 
tories, discusses methods for con- 
ducting before-and-after testing of 
advertising. Special chapters are 
devoted to pinpointing objectives; 
| developing questions and question- 
naires; using the right list; mailing 
and returns; interviewing; tabulat- 
ing and considering the results. 

Section III has been completed 
before Section II on inquiries, 
which will be published soon. Sec- 
| tion I is out of print, but plans for 
| reprinting are being considered. 


Agency Changes Name 

| Smith, Hagel & Snyder, New 
York agency, has changed its cor- 
porate name to Smith, Hagel & 
‘Knudsen. William Knudsen is 
| exec. v.p. He joined the company 
in 1953, and was previously v.p. 
of R. T. O’Connell Co. Raymond 


C. Hagel, one of the original 
founders of the company, con- 
tinues as president. Ned C. Smith, 
former president, rejoined Ray- 
mond Spector Co. early last year 
(AA, May 3, 1954). Barbara J. 
Snyder, former secretary of the 
company, was married last year 
and retired from business. 


Hycon Eastern to Frank Co. 
Louis K. Frank Co., Boston, has 
been appointed advertising coun- 
sel for Hycon Eastern, Cambridge, 
Mass., manufacturer of communi- 
cations systems and components. 


BERNARD P. 
GALLAGHER 


Negotiator 
Purchases Consumer Magazines 
Sales Business Publications 
Mergers Advertising Agencies 


147 W. 42nd St., New York 36 
LAckawanna 4-1631 
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JOHN BLAIR & CO. 


a een eee eg 


MEREDITH Xadee aud Skheisoorn STATIONS 
affiliated with better Homes and Gardens and Senate Farming magazines 


BLAIR TV, INC, 
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Advertising Age, October 3, 1955 = 


wives. “Even if the children are | Batten, Barton, Durstine & Osborn, 
monsters, she can have beautiful|New York, to handle advertising 
furniture,” says one ad. “When the | for its new fluoride dentifrice. The 
walls close in, she needs Birchcraft | product is called Sentry. BBDO al- 
—aseteees by Baumritter,” says another. ‘so handles Bristol-Myers’ Ban de- 
— ,odorant and Trushay hand lotion. 


Business Paper Success Story... a ’ 


Baumritter Chalks Up 85% Gain Plus 


— wondertully inviting room by BAUMRITTER 
ony 159.95 


2,000 Franchised Dealers in4 Years © = = 


New York, Sept. 27—T. Baum- 
ritter Co. chalks up its 85% in- 
crease in sales since 1952 in large 
part to the success of its business 
paper advertising. 

In 1947 the company converted 
from jobbing to manufacturing 
furniture. For five years it worked 
to build a dealer organization and 
considered the possibilities of ad- 
vertising to attract dealers and 
promote more sales by dealers. 

Then in 1952, President Nathan 
S. Ancell, Daniel C. Brown, assist- 
ant director of sales and advertis- 
ing, and the company’s agency, Al- 
fred Auerbach Associates, worked 
out a hard-hitting aggressive trade 
advertising policy and got the ball 
rolling. 


8 Now, four years later, the com- 
pany has an 85% increase in sales 
and about 8,000 dealers selling its 
furniture. 

Five publications are used con- 
sistently to tell seasonal stories, to 
tell consumer ad campaign stories, 
to tell how-to-sell stories and, most 
important, to attract new dealers 
for Baumritter’s two franchised 
lines. 

At this point, there are 1,200 
dealers selling the Birchcraft casu- 
al line and 800 selling the Ethan 
Allen traditional line, and an ad- 
ditional 6,000 selling the general 
lines for which no franchise is 
held. 

The franchise dealers agree to 
maintain adequate stock at all 


45 Carloads in 
45 Months 


Bon Hocturers of Behera Caves! Boers - (iar Bowe |ae (iene: HOmate: + Restor at: Roomatr: « Watley Forge Cotomal Vie 


SUCCESS STORY—T. Baumritter Co., 

New York, tells furniture dealers 

about the remarkable selling suc- 

cess of one of its franchise dealers 

in this page in Retailing Daily for 
Sept. 15. 


times, do their own advertising, 
set up suitable displays and give 
the line the most prominent floor 
space. 


= Advertising by dealers (includ- 
ing the non-franchise ones) has 
grown since 1952 from $3,500 a 
month to $31,000, Mr. Brown told 
AA. 
Baumritter does no co-op adver- 
tising. “We back up our dealers 
with full information, mats, mail- 
ing materials, display materials and 
other possible means, but we leave 
it to them to buy their own local 
space,” Mr. Brown said. 

“We also run dealer lists in na- 
tional consumer copy in many 
cases and this provides additional 
opportunity for cooperation,” he 
added. 

“Our philosophy is that we can 
accomplish one-third of the job at 


| 


| 
| 


headquarters. Another third must | 
be done by the salesmen in their 
work with dealers and the final | 
third must be handled by the deal- | 
ers,” he explained. | 
= The story of the consumer ad| 
campaign, which uses a list of ten | 
shelter and general consumer mag- | 
azines, is told in Retailing Daily 
regularly, filling part of the 40 
pages used annually in that paper. | 

“You can convert national appeal 
into local profit,” says one of the 
campaign story ads. “We’ve got 
everything to help you capitalize 
on the Baumritter story,” the ad 
states. 

The how-to-sell ads suggest ap- 
peals dealers may use with house- 


ONLY SELLING PIECE—This ad in 

Tourist Court Journal, introducing 

a new suite of motel furniture, 

brought 800 sales with no other 
sales activity. 


=" The company tries to follow | 
through on all its ads, Mr. Brown 
said. He pointed to an example of 


“:\one ad in Tourist Court Journal | 


which had resulted in 800 sales| 
with no additional activity by | 
‘salesmen. 

In addition to Tourist Court 
and Retailing, Baumritter uses 
American Motel, Hotel Monthly 
and Institutions Magazine for its 
business paper ads. 

Its consumer schedule contains 
'American Home, Better Homes & 
Gardens, Bride’s Magazine, House 
Beautiful, Living for Young Home- 
makers, McCall’s, Modern Bride, 
New York News Magazine and 
New York Times Magazine. 


_BBDO Gets Sentry | 


| The products division of Bristol- | 
'Myers Co., New York, has named | 


DIRECT MAIL 


IN CANADA 


Our knowledge of Canadian mar- 
kets is enabling us to serve many 
U. S. Direct Mail ad isi 

users efficiently and economically 
in the production of Mailing 
Lists — Printing — Letters — Ad- 


dressing — Premium Mail-a 
pewee — ee Householder 


HERBERT A. WATTS LIMITED 
177 King St. West, Teronte 
Canade 
Telephone: EMpire 6-1108 
Branch — Montreal 


Did you cross pollinate ? 


However conceived, your ideas for the Advertising Council have grown into 
great campaigns. And this is no father to son opinion. Just look below at the 
record of only four of the many hundred you have created since 1942. You 
can be proud of your brood, but don’t quit now. The Advertising Council 
still needs your fertile brains to help solve other problems facing America. 
And by you, we mean the agency account men, writers, artists, and media people who have 
donated their time, talents, and space for free—and those who haven’t as yet. 


$3 
5: 


“te? 


Aided U.S. Treasury 


Future 
TpAnesi 
¥ 


in the Helpedrestore publiccon- 


sale of billions of dollars worth fidence when a recession 


of War and Savings Bonds. 


was predicted by many. 


a. 


ho 
Made millions of men and Helped Crusade for Free- 


women aware of their respon- 
sibilities in Civil Defense. 


> 


dom broadcast the Truth to 
Iron Curtain countries. 


The Advertising Council, Inc., 25 West 45th Street, New York 36, N. Y. 
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Laird Jr. Heads Laird & Co. 


John E. Laird Jr. has succeeded 
his father, the late John E. Laird, 
as president of Laird & Co., Sco- 
beyville, N. J., applejack distiller. 
Mr. Laird, who joined the compa- 
ny following his graduation from 
Cornell, was named sales and ad- 
vertising manager in 1952 and 
exec. v.p. in 1954. 


Williams to Miller, Mackay 


Guy Williams has been appoint- 
ed publicity director of Miller, 
Mackay, Hoeck & Hartung, Seattle 
agency. Mr. Williams, formerly a 
partner in Williams & Gordon, 
public relations counsel, also has 
been publicity director of Greater 
Seattle Inc., civic promotion or- 
ganization. 


National Telefilm Associates, Inc. 
60 West 55th Street, New York 19, N. Y. 
Plaza 7-2100 


Cash In On The 
Growing Appeal of 
COUNTRY WESTERNS 
FOLK MUSIC 


America’s Foremost Western All. 
For further in- Girt Band with a ‘BIG — 

Western Guest Star eve we 
formation as to ABBIE NEAL & HER 


+ available for tocal or 
‘ional sponsors. Audition 
nts upon request. 


WIRE or PHONE : 


FOR SEXTUPLETS?—T his six-bottle car- 
ry-home carton is not for beer or 
pop, but for baby bottles. Pyramid 
Rubber Co., Ravenna, O., makes 
the Evenflo Colorgrad nursers. At- 
lanta Paper Co. designed the pack- 
age. Pyramid says six bottles are 
the minimum needed for feeding a 


baby. 


Pioneering in Advertising Psychology Is 
Recalled by Death of Walter Scott at 86 


Cuicaco, Sept. 27—The death of 
Walter Dill Scott, 86, in Evanston 
last week recalled the fact that 
he pioneered the application of 
psychology in advertising. At the 
time, this effort of his to join 
theory and business practice was 
frowned upon by many of his 
colleagues. 

Dr. Scott, who had been on the 
Northwestern University faculty 
since 1900, became chairman of 
the department of psychology and 
education in 1908 and was presi- 
dent of the university from 1920 to 
1939. 

In 1903 he wrote his first book 
on psychology and advertising, 
“The Theory and Practice of Ad-| 
vertising,” the first work of its 
kind. In 1921 he wrote a second | 
book in this field, ““The Psychology | 
of Advertising,” a slightly larger 
and more elaborate version of the) 
first. This book was revised in 1931 


VICTOR A. SHOLIS, Director 
NEIL CLINE, Station Mgr. 


Represented Nationally by Harrington, 


Righter & Parsons, 


Associated with The Courier-Journal 


& The Lovisville Times 


‘Mike Boomu* ore Umportont . .. 


But in Louisville... 


WHAS-TV Programming pays 


BASIC CBS-TV Network 


*We ought to know . 
been lowered on the nicest people. 


"GOOD LIVING" 
10:00 —10:30 A. M. 
Monday through Friday 
(Market's only live daily 
homemaker program.) 


. ours have 


off! 


Your Sales Message Deserves 
The Impact of Programming of Character 


* 
+ as 


cago, has been named to handle 
advertising for six new accounts. 


Ra ee a eae: 
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Advertising Age, October 3, 1955 


by D. T. Howard, Northwestern 
University professor of psychology. 


® Dr. Scott had originally gone 
into education with the intention 
of doing missionary work in China. 
He attended McCormick Theologi- 
cal Seminary with this in mind. 
However, upon graduating he de- 
cided to go into psychology instead 
and studied at the University of 
Leipzig in Germany, which had the 
world’s first psychology labora- 
tory, and where a great deal of ex- 
perimental work in psychological 
measurement was being conducted. 

The psychology of Dr. Scott’s 
day was relatively unobstructed by 
the techniques of Freudian anal- 
ysis and the theories of social 
sciences. The psychology he ap- 
plied to advertising bore slight 
resemblance to the motivation re- 
search which is causing so much 
stir nowadays. However, the prin- 
ciples he applied for measuring the 
effectiveness of an ad are still used 
today. 


a Dr. Scott’s thesis is explained 
in his own words in the first chap- 
ter of his early book: 

“Advertising is a serious thing 
with the business man of today,” 
he noted. “It is estimated that the 
business men of the U. S. are 
spending $600,000,000 a year in 
printed forms of advertising. Fur- 
thermore, one authority claims 
that 75% of all this is unprofitable. 
Every business man is anxious that 
no part of these unprofitable ad- 
vertisements shall fall to his lot. 
The enormity of the expense, the 
keenness of competition, and the 
great liability of failure has awak- 
ened the advertising world to the 
pressing need for some basis of as- 
surance in its hazardous under- 
takings. 

“IT have attempted to read broad- 
ly on the subject of advertising; I 
have tried to talk with business 
men—manufacturers, salesmen, 
publishers, professional advertis- 
ers, etc.—and in all that I have 
read, and in all these conversa- 
tions, I have never seen or heard 
any reference to anything except 
psychology which could furnish a 
stable foundation for a theory of 
advertising.” 


® The chapter titles of the book 
give some indication of what prin- 
ciples—or “laws” of psychology, 
as he called them—Dr. Scott ap- 
plied: “Attention,” “Association of 
Ideas,” “Suggestion,” “The 
Direct Command,” “The Psycho- 
logical Value of the Return Cou- 
pon,” “Fusion,” “Psychological 
Experiment,” “Perception,” “Ap- 
perception,” “Illusions of Percep- 
tion,” “Illusions of Apperception,” 
“Personal Differences in Mental 
Imagery,” “Practical Application 
of Mental Imagery.” 

In his concluding chapter, Dr. 
Scott noted: “The understanding 
of the minds of possible customers 
as well as the discovering of the 
best methods of presenting the 
goods, preparing the copy, select- 
ing media, and placing the adver- 
tisement to influence most effec- 
tively the minds of these same 
persons—all this practical ability is 
conditioned by a working knowl- 
edge of psychology. The success- 
ful advertiser must be a psychol- 
ogist.” 

And all this was written 52 years 
ago, before radio, before television 
—and before the day of pollsters 
and motivation researchers. 


Bott Advertising Adds Six 
Leo P. Bott Jr. Advertising, Chi- 


| They are Lee Bros., Anniston, Ala.; 
| Selistrom Mfg. Co. Palatine, IIL; 
Antiseptol Co., Chicago; Bernard 
Mfg. Co., Two Rivers, Wis.; Julep 
Co., Sycamore, Ill., and Fireside 
Corp., South Bend, Ind. 
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Advertising Age. October 3, 1955 


Men’s, Boys’ Wear 
Institute Push Adds 
Pledges in Milwaukee 


MILWAUKEE, Sept. 27—Twenty- 
five Wisconsin male apparel re- 
tailers and manufacturers pledged 
their support of the American In- 
stitute of Men’s and Boys’ Wear 
at a session here last week, and 
more are expected to be received 
in the institute’s drive to raise 
$5,000,000 for its projected national 
consumer education program. 

The directors will meet in New 
York Oct. 3 to weigh progress in 
the drive thus far. 

To date, 568 companies have 
pledged their support to the in- 
stitute’s program, representing 
pledges exceeding $1,000,000. The 
deadline date for reaching a mini- 
mum goal of $2,000,000 is April 30, 
1956. Most of the pledging compa- 
nies have consented to an amend- 
ment freeing money already re- 
ceived for promotional efforts to 
begin before that time (AA, Sept. 
19). The group has named Batten, | 
Barton, Durstine & Osborn as its’ 
agency and Public Relations Man-| 
agement Corp. its p.r. counsel. 

“We're in the big leagues, fight- 
ing for the consumer’s attention 
against advertisers who spend $5,-, 
000,000 to $20,000,000 a year,” Wil- 
lard Cole, Institute president, told 
representatives of the Wisconsin 
companies. “A half baked effort 
would be worse than no effort at 
all.” 

At last week’s rally, more than. 
600 persons in the male apparel 
field attended, which was double | 
the number expected. Mr. Cole. 
credited the cooperation of the M il- 
waukee Journal as the principal 
reason for the successful meeting. | 


Tanner Returns to Agency 


Ralph C. Tanner is returning to 
the agency field as v.p. and ac- 
count executive at Anderson & 
Cairns, New York, effective Oct. 3.) 
He has been with Sunbury Tex- 
tile Mills as a principal, director 
and v.p. in charge of sales. In the 
past, he worked for an A&C prede- 
cessor, John A. Cairns Co., and 
left there to join Mooresville Mills, | 
the account which he serviced as| 
an account executive with Cairns. | 


Merger Hearings Postponed 
Federal Trade Commission hear-_ 
ings on the Farm Journal-Better 
Farming merger have been post- | 
poned until Oct. 30, and may face | 
further postponement because FTC 
Hearing Examiner Frank Hier is 
tied up on other cases. Ilearings 
were originally due to open Sept. | 
20. 


The PHOTOMATIC Co. 


53-59 E. Illinois St. * Chicago 11, Hil. 
— WHiteholl 4-2930 


Drew Cole Brill 


MILWAUKEE MILESTONE—Before the Milwaukee rally for the American 

Institute of Men’s and Boys’ Wear, this trio discussed the insti- 

tute’s fund-raising effort: Robert K. Drew, v.p. and advertising 

manager, the Milwaukee Journal; Willard Cole, president, Lytton’s, 

Chicago, and head of the institute, and Laurence Brill, of Brills Inc., 

Milwaukee, chairman of the Wisconsin volunteer committee for the 
institute. 


Servel Appoints DeFino 


Anthony J. DeFino will take 
over next month as v.p. and gener- 
al manager of the new air con- 
|ditioning division of Servel Inc., 


years he has been v.p. and gener- 
al manager of Fedders-Quigan 
Corp., Buffalo. He will be in 
keting, distribution and customer 


are expected 


AA. 


Changes Name to Henry Senne 
Roberts, MacAvinche & Senne, 


| Chicago agency, has changed its| 


name to Henry Senne Inc. No per- 
‘sonnel changes will be made. 


Hagedorn Joins SSC&B 


| Horace Hagedorn has joined 
‘Sullivan, Stauffer, Colwell & 


Bayles, New York, as a v.p. and’ 


charge of the manufacturing, mar- | 


service of the division. No changes | 
in plans until he} 
takes charge, Servel officials told | y 
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account executive. He was former- 
ly president of Kiesewetter, Baker, 
Hagedorn & Smith, which recent- 
ly liquidated (AA, Sept. 5). 


‘Evansville, Ind. For the past six) PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 
from daily and weekly newspapers, from 
magazines and trade papers as specified. 


csmsusee 208 


BArclay 7-537! 
165 Church Street New York 7, N.Y. 
will provide you with a record of your 
| results from promotions and releases. 
For Future Reference 
| Handsome loose leaf scrapbooks; rubber 
| cement; plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 
165 Church Street © New York 7, N. Y. 


¢ 


wl 
a 


TAKING THE LEAD—and going away! 


All eyes are on a couple of favorite “four 
legged wheelbarrows” during a tense race at a 
youngster’s outing in Rutland, Mass. 


Food advertisers who keep a close eye on gro- 
cery sales pacesetters know how well Worcester 


Metropolitan 


sat 28%. 


County 
Circulation: Daily, 156,818; Sunday, 


Ack 


WORCESTER 


-GALEVIE 


National Representatives 


Food Store Sales 
104,429. 


TELEGRAM WORCESTER, MASSACHUSETTS 


MOLONEY, REGAN & SCHMITT, Inc. 


OWNERS OF RADIO STATION WTAG AND WTAG-FM 


holds its enviable position 


in food consumption. 


The Metropolitan Worcester County Market, 
supplying three-meals-a-day to over half a million 


ravenous appetites, is now 


28th in the nation — 


with food sales of $175,676,000. 
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arr a FC&B Promotes Leefeldt 
SIMPSON-REILLY, LTD. Robert Leefeldt, assistant pro- 
Mahl + pogeer duction manager and later assistant 


‘media director in the San Fran- 
icisco office of Foote, Cone & Beld- 
ling, has been named media direc- 
tor, succeeding Lew Jones, who 
resigned. 


1955 GROCERY 

PRODUCT SURVEY 

write for your 
FREE copy 


The Z1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY . 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


By ‘80, Clothing 
Uses Will Treble 
Demand for Paper 


Cuicaco, Sept. 27—Per capita 


dresses, underwear, socks and shoes 
are among groups which are in the 
market for papers that could sub- 
stitute for textiles. He said paper 


consumption of paper will increase | Purposes. 


substantially as a result of that 


product’s use as a substitute for DuMont Forms New Company 
textiles in apparel-making, accord-| In a move designed to strengthen 
ing to Clem W. Kohlman, adver-jits distribution organization, Allen 
tising manager of the industrial}B. DuMont Laboratories, Clifton, 
chemicals division of American|N.J., has set up a new company 


Cyanamid Co. 


called DuMont National Distribu- 


He told the National Paper Trade|tors. This company will control 


Assn. meeting here that the figure | distribution in markets where Du- | 
of 393 lbs. per capita consumption | Mont is not currently represented | : 
could be expected to go to 1,000|for the sale of tv sets and other | * 


Ibs. by the year 1980 as a result of | consumer products. 


new uses. Mr. Kohlman said 


a 


second new market for new types Englander Appoints Birdwell 
of paper would result from the! Richard Englander Inc., New 


adoption of automation. 


York and Dallas, manufacturer of 


In Mr. Kohlman’s view, rain-| children’s headwear, has appointed 
coat makers, bathing suit conces- | Russell Birdwell & Associates, New 


sionaires at beaches, vendors of | York, to handle its advertising and 
scholastic caps and gowns, manu-| public relations. 


1956 PENNSYLVANIA FARM SHOW 


Previewed in Janvory 14, 1956 Issue 


To Be Mailed Early Closing Date 
Janvery 3, 1956 December 16, 1955 Him 


To get ahead and keep widely diversified oper- 
ations at the peak of production, 4 out of 5 
Pennsylvania farm families read PENNSYLVANIA 
FARMER, It’s the one magazine specially edited 
to their specific needs! 

It’s easy to put a finger on the primary reason 
Pennsylvania ranks as a top-third state in farm 
income—complete diversification. There are no 
slow seasons in Pennsylvania—just one big sell- 
ing season after another. An amazing variety of 
products keeps income big and steady year in 
and year out. 


MICHIGAN FARMER, East Lansing, Michigan 


“PENNSYLVANIA FARMER Helps Us Grow,” 


Says Edwin B. Wallis, Perry County, Pennsylvania 


Stable and prosperous Pennsylvania surely is 
a fertile field for the merchandise you sell. Place 
your advertising in the one publication that gives 
you the circulation you need, that produces the 
results you want—at surprisingly /ow cost. 

Two states with similar farm income patterns 
are Ohio and Michigan, served by THE OHIO 
FARMER and MICHIGAN FARMER. It will pay 
you to get the facts on all three of these roto- 
gravure magazines that save you the cost of 
plates. Write 1010 Rockwell Avenue, Cleveland 


14, Ohio. 


ENNSYLVANIA FARMER 


Harrisburg, Pennsylvania 


THE OHIO FARMER, Cleveland, Ohio 


a . 
a a 
~ gh <1 


facturers of aprons, hats, skirts, | 


j 
} 
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Advertising Age, October 3, 1955 


mills are already developing exper- # 
imental paper for some of these | 


| 


| 


| 


How “magic pennies” helped 
change ice boxes to refrigerators, carriages wo cars 


ee eS Bonsowce ences © Bblleon omer 


pate © idence adtvort.sine 


Ts son icin eae BANKE RS TRUST COMPANY A 
MAGIC ADVERTISING PENNIES—In its 
October “Vision” ad Bankers Trust 
Co., New York, will explain the 
“function of advertising” with this 
ad in Business Week, Dun’s Re- 
view and Modern Industry, Har- 
vard Business Review, Newsweek, 
and U.S. News and World Report. 
Donahue & Coe, New York, is the 
agency. 


Chrysler Division 


Ads Get 40% Boost 
to Match Production 


Detroit, Sept. 27—Advertising 
for ’56 Chrysler and Imperial cars 
will be increased by 40%. 

“We have opened the purse 
strings for the most lavish new 
model announcement in the history 
of our division,” said Burton R. 
Durkee, assistant sales manager, 
advertising and merchandising. 

He said the announcement pro- 
gram will include 3,000 newspa- 
pers, 250 tv stations, radio spot 
saturation, 5,000 outdoor posters 
and 18 magazines. 

Chrysler’s tv program will be 
“It’s a Great Life,” which will be 
shown over 150 stations, plus 
participations on “Climax” and 
“Shower of Stars,” which promotes 
all Chrysler Corp. cars. 


a “Chrysler and Imperial will 
have completely separate adver- 
tising programs,” said Mr. Durkee. 

“This heavy increase in adver- 
tising parallels the division’s $20,- 
000,000 plant expansion program in 
Detroit, which will up production 
capacity by 40%,” he said. 

Color pages will run in Collier’s, 
D. A. C. News, Fortune, Harper’s 
Bazaar, Holiday, Life, Look, Na- 
tional Geographic Magazine, The 
New Yorker, Newsweek, Saturday 
Evening Post, Sunset Magazine, 
Town & Country, and Vogue. Bew 
pages will be used in Farm Journal 
and Town Journal. 

McCann-Erickson, Detroit, is the 
agency. 


Select Essay Contest Jury 

Five leaders in advertising, pub- 
lishing, and education have been 
named to the jury of awards for 
the Advertising Federation of 
America’s 10th annual high-school 
essay contest. They are William A. 
Hart, president, Advertising Re- 
search Foundation; Dr. D. B. Lucas, 
|New York University; Albert L. 
|Morse, director of advertising, 
David D. Doniger & Co.; Victor O. 
Schwab, president, Schwab & Beat- 
ty, and Paul C. Smith, president 
and editor-in-chief, Crowell-Col- 
lier Publishing Co. 


Union Publishes Manual 
Union Circulation Co., 33 W. 60th 
St., New York, has published a 
“text book” of salesmanship for 
use by its 850 young salesmen and 


'saleswomen who solicit door-to- 


door subscriptions to magazines. 
Copies are free to publishing exec- 


| utives; others pay $1. 
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And no wonder. Since its first issue in 1953, Advertising Management has 
found every volume of AR loaded with practical “how-to-do-it” ideas they can put 


to work in advertising production, promotion, and merchandising. 


Advertisers sending their sales messages in with Advertising 
Requirements have found a volume of responses—340.000 
inquiries for further information in the first 30 months—that 


could come only from the heart of the advertising business: 


—advertising departments of national, re- 


gional, and large retail advertisers 


—promotion departments of magazines, news- 
papers, business papers, radio and tv sta- 


tions 


—production, art, and merchandising depart- 


ments of advertising agencies 


Adwertising 2% 
Requirements f=: 


It’s like this every month. Wherever adver- 


tising plans are being activated—consumer 
or industrial, from idea stage to final okays— 
there you'll find Advertising Requirements 
on hand counseling admen and making sales 


at the same time. 


The daily requirements of these advertisers for advertising 
supplies, services, and equipment is enormous. If you have prod- 


ucts or services that fit any of these 13 groups... 


Art and Photography Photoengraving 

Audio and Visual Aids Premiums and Prizes 
Direct Advertising Printing and Binding 
Labelling and Packaging Radio and TV Production 
Layout and Typography Shows and Exhibits 
Paper Window & Store Displays 


Signs & Identification Materials 


... be sure your sales messages are scheduled in Advertising 
Requirements. It’s the only publication supplying Advertising 


Management’s needs in these 13 areas every month. 


200 EAST ILLINOIS STREET ° CHICAGO 11 
Published by the publishers of Advertising Age and Industrial Marketing 
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NFL's Bell Says 
Cable Tolls Are 
Killing Telecasts 


PHILADELPHIA, Sept. 27—Coast- 
to-coast professional football tele- 
casts on Saturday nights are being 
priced out of existence, National 
Football League Commissioner 
Bert Bell told the press here. 

Mr. Bell said his league’s tv pro- 
gram this year will be curtailed 
because of “excessive charges” for 
cable by the American Telephone 
& Telegraph Co. under FCC ap- 
proved rates. 

He said the league’s regional 
telecasts of some games will con- 
tinue. But, he said, coast-to-coast 
and other long-distance telecasts 
are virtually out of the question. 
Sunday tv is not being affected by 
increased costs. | 

“We want to use sige 
regionally and nationally—and we |, 
have plenty of sponsors willing to 
go along with us,” he said. “How- | 
ever, when it comes to buying 
cables, we're in trouble.” 

He said the NFL can’t get the | 
networks to take the Saturday 
games because of competition by | 
big names, such as Jackie Gleason | 
and Perry Como. 


= “We don’t blame the networks,” 
he added. “That’s only good busi- 
ness.” 

The hitch is that it costs the’ 
league four times as much to buy) 
cables for telecasts as it does the 
networks. 

“We have to spend $1 a mile per 
hour for cables, while the net-| 
works get it anywhere from 13¢ 
to 40¢ per mile per hour because 
they buy it in great volume.” 

Mr. Bell said the cost of the) 
cables made the over-all package | 
of the cost of televising over long 
distances too high for sponsors. _ 

Last year the DuMont network | 
handled the NFL games and. 
bought cables at network prices. | 
This year DuMont no longer. is a 
network, leaving the league high | 
and dry. 

Last year, he added, Saturday | 
night tv packages had netted! 
league teams participating be- | 


tween $250,000 and $300,000. Most | 


of this will be lost, he declared, | 


if arrangements to widen the scope | 


IT’S EASY 


TO MAKE 3-D SIGNS 


WITH Graforel pal 


Ready-gummed, just moisten and apply 
yn hold securely to any dry clean sur- 
ace 
12 faces in 16 sizes from 3/16” to 4” 
Can be used in natural cork 
Takes all types of paint in any color 
uy in 100 or 300 letter fonts 


tters can be purchased individually 
For display, exhibits, movie titles, 
advertisers 


Write for free samples and catalog. 


GRACE LETTER CO., INC. 
77 FIFTH AVE., NEW YORK 3, N.Y. 
Dept. M WA 4-0850-1 


of this year’s Saturday telecasts 
can’t be made. 

He said he is still trying to work 
out some deals. 


® In New York an AT&T spokes- 
man said, “Bell is the unfortunate 
victim of circumstances.” He said 
tv networks lease cables on a 
monthly basis and use them from 
8 to 12 hours a day. The NFL, he 
added, would use the cables about 
2% hours a week. 


it | 


ABC Sells ‘Film Festival’ to 3 | Morris cigarets, through Biow- 
American Broadcasting Co., New | Beirn-Toigo, New York. 

York, has. sold participations | 

on the “Famous Film Festival” to Barrow Heads FCC Net Study 
three more sponsors. They are| Dean Roscoe L. Barrow of the 
Toni Co., Chicago, two spots week-| University of Cincinnati college 
ly for Bobbi pin curl and White! of law has been named chief of a 
Rain lotion shampoo, through Ta- special staff assembled by the Fed- 
tham-Laird, Chicago; Hoover Co.,| eral Communications Commission 
Canton, O., one spot, through Leo | for a study of radio and tele- 
Burnett Co., Chicago, and Philip| vision network broadcasting. A 
Morris Inc., New York, one an- | veteran of ten years in govern- 
nouncement weekly for Philip! ment, he has been at the Univer- 


; 5 : . 
2 gered te ree mora cogmatne ae 
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sity of Cincinnati since 1949. The 
study, with an $80,000 appropri- 
ation, will be under the direction 
of a task force of four commission- 
ers. 


Kimball Co. Adds One 

Science & Mechanics, Chicago, 
a subsidiary of Curtis Publishing 
Co., has appointed Maurice A. 
Kimball Co., Los Angeles and San 
Francisco, to represent it in the 
11 western states. 


rallasini canna 


*K 


One measure of a magazine’s value to advertisers 
may be found in the list of companies using the 
publication for inquiries . . . for sales leads that 
turn to profits. In the field of office equipment and 
supplies Nation’s Business’ impressive array of 
leading companies proves the point. 

During the first 6 months of this year, among all 
general business magazines checked by P. I. B., 


results when you advertise to business in 


office equipment advertising is running 0.2% ahead 
of last year. In the same period office equipment 
advertising is up 5.2% in Nation’s Business. 
Business goes where business is . . . and in the 
pages of Nation’s Business, 31 new office equip- 
ment accounts have been added so far in 1955 
... on top of 17 new advertisers in this category 
last year . . . making a total of 89 in 1954-1955. 
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Gore Adds Cinderella Hat, 
Wine Account, Asher Co. 
Cinderella Hat Co., New York, 
has moved its advertising account 
from Marvin Sherres Inc. to Ches- 
ter Gore Advertising. The Gore 
agency also has been appointed to 
handle an introductory campaign 
for Achaia Clauss table and des- 
sert wines, which are imported 
from Greece by Carillon Importers 


Bardinet brandy for Carillon in 
August (AA, Aug. 8). 

Asher Co., Fitchburg, Mass., 
manufacturer of men’s slacks, has 
appointed Gore to direct a nation- 
al campaign, the largest in its his- 
tory, featuring testimonials from 
such sports stars as Jack Kramer, 
Jimmy Piersall and Mike Turnesa. 
Magazines, newspapers and trade | 
publications will be used. Nathan 
H. Miller Co., Boston, formerly 


61 


7 \day supplement ads planned for, special” ads will offer free home 
Ptatf s Fall Drive “ 'the Metro Group, Parade and This trials, special — -in F prices, 
; Week Magazine. Pfaff dealers will budget payment plans, and a spe- 
Uses Print. Home participate with b&w duplicate ads/|cial $1 ten-point service check for 
New York, Sept. 27—Pfaff sew-|in local newspapers. old machines. Copies of the “World 
ing machines have launched a_ The schedule also calls for full-| Wide Encyclopedia” and “Chil- 
joint national advertising and deal-| ‘page color insertions in Family|dren’s Classics” will be offered 
er promotion campaign with the | Circle, Good Housekeeping, House- | ‘free with each machine sold in the 
theme, “Pfaff, so automatic, you | hold, Progressive Farmer, and in| course of the fall season. 
just dial for style.” ‘pattern books. Dancer-Fitzgerald-Sample han- 
The lead-off was a full-color | On television, Pfaff will continue dles the Pfaff account. 
page in the Sept. 25 Parade, with a with spots on “Home” (NBC- TV).| 


| Ltd. Gore was appointed to handle | handled the account. “heavy schedule” of similar Sun-| In local ad promotions, “sewing Chase Manhattan Boosts Two 


| Chase Manhattan Bank, New 
York, has promoted Kermit W. 
| Schweithelm to advertising officer 
/and Robert B. Kent to assistant ad- 
vertising officer. Mr. Schweithelm 
has been with Chase since 1928, 
and Mr. Kent was with the Bank 
of Manhattan staff prior to the 
Chase-Manhattan merger last 
spring. 


Be ee mee er 


| 
: | 


Social Research Moves Offices 

Social Research Inc. has moved 
its Chicago office to 145 E. Ohio 
St. and its New York office to 270 
Park Ave. 


ibusiness 


Office Equipment and Supplies Advertisers Using Nation’s Business 


AAA ADDING MACHINE COMPANY DOUGLAS HOMS COMPANY 

ACCO PRODUCTS, INC. INDIANA DESK COMPANY 

ACME VISIBLE RECORDS, INC. INSERTING & MAILING MACHINE COMPANY 
ADDRESSOGRAPH-MULTIGRAPH CORP. INTERNATIONAL BUSINESS MACHINES CORPORATION 
ALL-STEEL EQUIPMENT, INC. JASPER OFFICE FURNITURE COMPANY CORPORATION 
R. C. ALLEN BUSINESS MACHINES, - INC. KELLOGG SWITCHBOARD & SUPPLY COMPANY 


AMERICAN PHOTOCOPY EQUIPMENT CO. LITHO ENGINEERING AND RESEARCH COMPANY 
APSCO PRODUCTS, INC. F. G. LUDWIG, INC. 


ART METAL CONSTRUCTION COMPANY MARCHANT CALCULATORS, INC. 
AUTOPOINT COMPANY MASTER ADDRESSER COMPANY 
CHAS. BRUNING COMPANY, INC. MERCURY BUSINESS MACHINES COMPANY, INC. 


BURROUGHS CORPORATION METAL OFFICE FURNITURE COMPANY 
CARDMASTER COMPANY MITTAG & VOLGER, INC. 


CARTER MOTOR COMPANY MONROE CALCULATING MACHINES CO., INC. 

CELANESE CORPORATION OF AMERICA BERT M. MORRIS COMPANY i 

COLUMBIAN ART WORKS MOSLER SAFE COMPANY ; 
NASHUA CORPORATION ' 


COLUMBIA RIBBON AND CARBON MFG. CO., INC. 
NATIONAL CASH REGISTER COMPANY 
UP. & e : 


| 
‘ 
3 
’ 


manny’ “ 


CONNECTICUT TELEPHONE AND ELECTRIC COMPANY 
NEENAH PAPER COMPANY 


COPEASE CORPORATION 
COPY-CRAFT, INC. OLIVETT! CORPORATION OF AMERICA — 
RALPH C. COXHEAD CORPORATION ORAVISUAL COMPANY, INC. 
CRAMER POSTURE CHAIRS OXFORD FILING SUPPLY COMPANY 
CURRIER MFG. COMPANY OZALID DIVISION OF GENERAL ANILINE & FILM CORP. 
A. B. DICK COMPANY PERRYGRAF SLIDE-CHART CORPORATION 
DITTO, INCORPORATED PHOTOSTAT CORPORATION 

PITNEY-BOWES, INC. 


cee SE RADIO CORPORATION OF AMERICA 
DUBL-CHEK CORPORATION eemiueTen Gale 


EASTMAN KODAK COMPANY (AUDIO-VISUAL) REX ROTARY DISTRIBUTING CORPORATION 
EASTMAN KODAK COMPANY (VERIFAX) Socan Satan saeseniten. Wk 

EBCO MANUFACTURING COMPANY SHAW-BARTON, INC. 

ELLIOTT ADDRESSING MACHINE COMPANY oun eaeamnatiin etipematit 
EUREKA SPECIALTY PRINTING COMPANY euteconhen, tat. 


EXECUTONE, INC. STROMBERG TIME CORPORATION 


FACIT, INC, TERADO COMPANY 
FELT & TARRANT MFG. COMPANY THORNTON COMPANY 


WILLIAM A. FORCE & COMPANY TIFFANY STAND COMPANY 
FRIDEN CALCULATING MACHINE COMPANY TODD COMPANY 

GENERAL BINDING CORPORATION UNDERWOOD CORPORATION 
GENERAL PENCIL COMPANY VICTOR ADDING MACHINE CO. 
GESTETNER DUPLICATOR CORPORATION 


oh emencarenn peenmeteer 


to reach the top candy man- 


GLINES COMPANY VOGEL-PETERSON COMPANY ufacturers ... all of them... 
WEBSTER ELECTRIC COMPANY : ; 
and make your sellin ints 
GEISS-AMERICA BYRON WESTON, COMPANY y ep 
HEINN COMPANY WOOD OFFICE FURNITURE COMPANY pay— 


HEYER CORPORATION YAWMAN AND ERBE MANUFACTURING COMPANY 


aim high, point straight, 
completely cover the field 


r the only possible way: 
VERTICAL 
PUBLICATION 
In Nation’s Business you will find a high con- 


—the leader in its field 


_ CANDY 
INDUSTRY 


| DON GUSSOW PUBLICATIONS, INC. 
| 18 East 49th Street 


| NB P| New York 17, N.Y. 


_ Information headquarters for the billion- 
dollar industries they serve — 
@ Candy Industry 
@ Bottling Industry 
@ Candy Industry Catalog 
and Formula Book 


centration of buying executives . . . over 550,000 
i] presidents, board chairmen, owners and partners 
" who read Nation’s Business regularly are among its 
‘ total subscriber audience of 750,000 men in busi- 
| ness and industry. And that’s another reason why 
... action-in-business results when you advertise to 
business in Nation’s Business. 


750,000 PAID CIRCULATION 


Washington * New York 
Cleveland * Detroit * Los Angeles 
Chicago * San Francisco 


Job outiook Drghtest @Ver ses a 
Trend to single houses expands DOOM eves 
Engineers traffic tricks Save lives sess « 
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It’s Selective! The American led all major family 


magazines in regularly scheduling ‘‘Do It Yourself” articles. Today, 
the 10,000,000 readers of The American are doing it, themselves! 
The American Magazine has been deliberately written to attract a 
young, successful family group of readers. Over the years, these 


meee 


readers have been conditioned to believe in The American Magazine. 
This belief makes The American different from all other magazines. 
The American moves people to seek—to inquire—to buy. If you 
want this select, responsive group of readers—rather than glancers 
—then place your advertising in The American Magazine. 


The American Magazine... It moves goods because it moves people! 


The Crowell-Collier Publishing Company, 6¢0 Fifth Avenue, N. Y. 19, N.Y. Publishers of The American Magazine, Collier's and Woman's Home Companion 
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How About Continued Repetition? 
. Just Looking,’ by Walter O’Meara 
Production Man Praises a New Type 


What's Future of Network Radio? 


Salesense in Advertising ... 


Right or Wrong? Continued Repetition 
of the Same Advertisement? 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

Granting that circumstances alter cases, 
is it a wise procedure as a general rule to 
repeat over and over again, month after 
month, an advertisement that is believed 
by the advertiser to be an effective one? 

For instance, the 
Kreml hair tonic half 
page, shown here. I 
have lost count of the 
times I have noted this 
ad, exactly as you see 
it here, in national 
magazines during the 
last couple of years. 

For instance, again, 
the full-color page of 
Hunt’s Heavenly 
peaches. I must have seen this beautiful 
advertisement at least a dozen times in 
magazines and newspapers. 

The Bufferin b&w page is a further case 
in point. While there may be occasional 
slight changes in the headlines and small 
text, the two main illustrations have been 
used steadily, I believe, for a consider- 
able period of time. 


James D. Woolf 


® Still another instance is the Breck four- 
color back cover in the September issue 
of Ladies’ Home Journal. This format 
never seems to change. The portraits of 
the gals are invariably rendered by the 
same artist, and, as far as I know, the 
text matter is seldom changed except per- 
haps for a word or two. 

For what seems to me a long, long time 
the jolly, old AC plug has been galloping 
through the pages of national magazines. 
Basically, all of the AC ads look pretty 
much alike. 

I was pondering this question today as 
I leafed through “Foundations of Psy- 
chology,” a scholarly work issued in 1948 
by John Wiley & Sons, New York. On 
Page 219 I read this assertion by Edwin 
B. Newman, Harvard psychologist: 

“Novelty is a factor scarcely less im- 
portant than intensity. Any mode of per- 
ception loses its effectiveness as it grows 
older. The new sight, the new sound gains 
relatively in strength because it is dif- 


, "erent from the old ones, contrasts with 


lem. When we want something to be 
Gticed, we give it a new color, perhaps a 
tw taste or odor, and see to it that it 
trasts with what precedes it and ac- 
panies it. Just as perceiving cannot 
ke place at all without there being dif- 
mce or change, so there must be dif- 
mce or change in the factor novelty.” 
his observation by Dr. Newman, let 
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me say, did not refer particularly to ad- 
vertising, but it is provocative, at least to 
me. The campaigns I show here have been 
successful, I believe, but would they have 
been more successful if novelty had been 
an important factor? Are the ads you see 
here losing their effectiveness as they 
grow older? 

Frankly, I do not know for sure, and 
I do not believe any of my readers do, 
either. Moreover, I am not sure that Dr. 
Newman knows the answer, because on 
Page 219 he also says this: 

“The repetition of a stimulus helps in 
several ways to evoke action. First of all, 
a repeated stimulus is in some senses a 
more intense stimulus. Two shots in suc- 
cession are more likely to attract our at- 
tention than one; three are perhaps more 
efective than two, Sometimes regular 
repetition helps attract attention because 
the first few instances sensitize us to the 
later ones... We hear a new song two or 
three times over before we really seem to 
hear it... Repetition also multiplies the 
chances of a stimulus’ getting attention: 
if it misses on the first two tries, it may 
succeed on the third.” 

Perhaps the perfect answer is a happy 
blending of novelty and repetition. That 
is what we are witnessing, I think, in the 
advertising of Campbell’s soup and Kel- 
logg’s Corn Flakes. Be that as it may, I 
realize I am not being fair in quoting Dr. 
Newman out of context. Maybe you'd 
better read the book. 
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Acts twice as fast as aspirin! 


Won't upset your stomach! 
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Tips for the Production Man... 


New Ludlow Face Meets a Need 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler 
& Associates, Mendota, Ill.) 

The Ludlow Co., manufacturer of a 
machine for slug casting of display faces, 
has cut and is offering an additional face 
in its Tempo series which fills an urgent 
need. 

The new face is Tempo Black Extended, 
and is currently offered in 18 point, 24 
point, 36 point and 48 point, in both caps 
and lower case. 

This is the black extended face that 
has been and continues to be so popular. 
Previously the Ludlow folks had cut this 
face in 24 point only, but the font is now 
developed to the place where it should 
find widespread use. 


® The folks who have their composition 
set from foundry types have had a choice 
of faces in the extended field, but many 
are limited to the selections offered on 
the Ludlow because of their printer’s 
equipment and because of the basic econ- 
omy involved. 

The new design is bold, wide, and has 
plenty of sock. It is used principally for 
main heads and important subheads or 
signature lines. It is most effective when 
heads are kept short. 

Ludlow’s designers, headed by Bob 
Middleton, have done a good job on this 
font. In our opinion, Tempo Black Ex- 
tended really has “class.’’ Cross-bars, 
such as in E’s and A’s, are thinner than 
the main strokes. Terminal curves have a 
smart, rakish appearance which adds to 


On the Merchandising Front... 
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21 IME Tempe Block Latended 


PRINTERS MEET 56 
in Charles City to try 
to find new ways for 
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NEW TEMPO BLACK EXTENDED—Ludlow has 

cut and is offering four sizes in their new 

extended version of the popular Tempo. 

It is available in lower case as well as in 

caps, and due to its smart design should 
prove popular. 


the fast forward movement of these ex- 
tended letters. 


® The lower case letters (sometimes 
neglected in type design) are as smart 
and pleasing as are the’ capitals. Figures 
are plain and highly legible, making them 
highly usable for price advertising. 

In the past we have taken a slap a few 
times at Ludlow’s over-conservatism in 
the timely cutting of the hot new faces; so 
it gives us pleasure to give this deserved 
pat on the back. 


The Wholesaler's New-Product Program 


By E. B. Weiss 
Merchandising Consultant 

Within two years, practically every 
wholesaler will be doing from 10 to 20% 
of his total volume on lines and items not 
stocked today. Within five years, prac- 
tically every wholesaler will be doing 
from 25 to 50% of his total volume on 
lines and items not stocked today. And 
this is true not only of the appliance 
distributor, but also of the drug whole- 
saler, the hardware wholesaler, and even 
in some measure of the food wholesaler. 

And, right there, is shaping up a basic 
problem for wholesale management. A 
problem that affects every function of the 
wholesaling activity—from financing to 
buying to warehousing to selling. 

The wholesaler who most smartly at- 
tacks this problem will unquestionably 
pick up a competitive lap. So let’s take a 
concentrated look at the new-product sit- 
uation as it affects the wholesaler. 


® A “new” item or line can really be 
many different things. It may be an item, 
or line, or brand that has been on the 
market for some time, but which the 
wholesaler hasn’t stocked. It may be a 
new size, count, style, color or construc- 
tion in an established line. It may be a 
product change of small dimension that 
opens up new markets of large dimen- 
sions. 

It may be an addition of a more or less 
standard item to the line of a supplier— 
the fundamental trend among manufac- 
turers today is toward line diversification. 

And, finally, it may be an item that has 
never before been on the market. In this 


connection, it is important to bear in 


mind that the scientist is today’s great 


market creator—and market “upsetter.” 
From atomic, sonic, solar, chemical lab- 
oratories—from engineering laboratories 
of infinite variety—new developments 
are coming at a simply fabulous pace. 
Within the next several years new prod- 
ucts will be emerging from the world of 
science at a pace never before ap- 
proached! 


® It is interesting to observe how much 
more receptive the public is today, to new 
products—to new uses for established 
products—to old names on new products 
—than was the case just a few years ago. 

One of the most dramatic recent exam- 
ples is the controlled-heat fry pan intro- 
duced by Sunbeam just a bit over a year 
ago. In one year Sunbeam sold well over 
1,000,000 of these electric fry pans, at 
better than $25 each, retail! Most of you 
who read this will have no difficulty 
remembering how long it took to put 
over the electric iron, the electric toaster, 
etc. An item like Saran Wrap is accepted 
by the public in just about two years to 
the tune of over 3,000,000 rolls a month— 
certainly a remarkable record. 


® In brief, the public is conditioned to 
faster acceptance of new merchandise. 
And that “conditioning” of the public is 
helped along by known brands attached 
to new merchandise; by powerful adver- 
tising; by a better educated public; by a 
higher public income; by higher stand- 
ards of public taste. 

Consequently, not only will the torrent 


of new products be swollen by the 
scientist, by industry mergers, by the 
competitive race—but it will also be 
swollen by the knowledge that the public 
is receptive to new merchandise. 


= For the wholesaler, the developing 
flood of new products raises a host of 
problems. One reason is that with many 
wholesalers there is really no such thing 
as a planned program for new product 
exploitation. 

Most manufacturers know pretty well 
what new products they will bring out 
in 1956. Many manufacturers know pretty 
well the new products they will introduce 
in 1957. And some manufacturers are 
committed right now to laboratory de- 
velopment of new products scheduled for 
introduction in 1958 and 1960. Remember 
that it is not unusual for the laboratory 
to work as much as five years ahead of 
market introduction. 

However, among wholesalers the new- 
product problem is tackled somewhat on 
a wetted-finger-stuck-in-the-air tech- 
nique. Or, expressed another way, it is 
“played by ear.” In general, the proce- 
dure for analyzing new products tends to 
be highly restricted and, at least occasion- 
ally, involves more consideration of 
“allowances” than of market potentials! 
Even the system for getting from manu- 
facturers’ representatives basic informa- 
tion regarding new lines is elementary. 


@ It’s time for the wholesaler, large and 
small—perhaps both through his trade 
associations as well as individually—to 
map out a completely new program for 
new-product evaluation that meets the 
requirements of this scientist-dominated 
age. 

Trade association functions have 
broadened over the years. As an industry 
has had to contend with new industry- 
wide problems—active trade associations 
have directed joint effort toward the 
alleviation of these situations. 

It would appear that some associations 
of wholesalers will ultimately set up a 
new-product function—that is, a function 
involving advance studies of what most 
of us mean by “new” products, which is 
items not now on the market. In the 
drug field, this would involve analyses 
and reports on new drugs studied from 
the wholesaler’s viewpoint. In the food 
field, this would involve analyses and 
reports on such developments as the 
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atomic radiation of foods, to which we 
referred earlier. 


® From this start, trade associations of 
wholesalers will some day analyze re- 
lated developments coming under the 
heading of “new products.” All of these 
new-product activities by trade associa- 
tions will be necessary for the very good 
reason that only the largest wholesalers 
would be able themselves to finance these 
continuing studies. 

However, the individual wholesaler 
must, in time, show a decided tendency 
to reorganize so as more efficiently to 
handle the new-product problem. This 
might involve, among other steps, the 
following: 

1. Creation of a post that might best be 
described as Manager of New Products. 

2. Better guidance of the buyer with 
respect to new products. 

3. Development of a specific program 
for analyzing new-product propositions. 
This is a vital necessity; the “allowance” 
factor gets undue attention. 

4. A plan for preperly market-testing 
new products. In too many instances, new 
products are “defied” to succeed—hardly 
a valid test. Many enormous sellers of 
today would have died a-borning on that 
basis. 

5. A plan for presenting new products 
to the wholesaler’s sales organization. 
This is a large area of weakness at the 
present moment. 

6. A plan for equipping the wholesaler’s 
sales organization to exploit a new prod- 
uct, and also for providing proper in- 
centives. This, too, is a considerable area 
of weakness at the present moment. 

7. A plan for promotion of new prod- 
ucts. 

8. And, finally, a procedure that will 
actually ferret out new products of merit, 
rather than simply wait for these new 
products to be presented by the supplier. 

New products, smartly picked and ad- 
roitly marketed, can—in the coming few 
years—give a wholesaler a strong com- 
petitive edge. Almost every wholesaler 
has, at some time, sadly reminisced, “If 
only I had jumped aboard such-and-such 
new produci at the opening gong—would 
I have cleaned up!” An age of new prod- 
ucts, in such profusion as never before 
descended on the wholesaler, will make 
that remark still more common among 
wholesalers who fail to organize to 
capitalize new products. 


Just Looking... 


My wife and I set out on a picnic 
with our friends Ernesto and Florita. 
The road across the Arizona desert ran 
into a barbed-wire cattle gate. I got 
out of the car, unhooked the gate, and 
dragged it open. 

“When you start wrestling with 
these things,” I remarked, “you know 
you're really out West.” 

Ernesto looked at me quizzically. 
“You don’ have them in Connecticut?” 
he asked. “Everything open range out 
there?” 


ws He may have been kidding me, but I 
Gon’t think so. He was merely thinking 
in his own particular frame of refer- 
ence—in terms of what he was used to. 

In this he was by no means unique. 
Like Ernesto, an awful lot of people 
lead a kind of life, do a kind of think- 
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ing, have a kind of viewpoint that’s a 
very long way removed from, let us 
say, Madison Ave. 

Nothing is more important to an ad- 
vertising man, it seems to me, than a 
solid awareness of this fact: a sym- 
pathetic understanding that there is an 
awful lot of territory out thataway 
crowded with people you’d never rec- 
ognize on the 5:39 to Chappaqua. 


ws Some copywriters seem to be born 
with such an awareness. Others have 
to acquire it. But nobody in the ad- 
vertising business can afford to be 
without it. 

There are many ways to guard 
against that ivory tower pallor. The 
best, of course, is to get out once in a 
while and have a look around. And 
better west of the Hudson. 
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This insert printed on the high speed 
rotogravure presses of The Denver 
Post which offers you full-color roto- 
gravure advertising in its Sunday 


: says sas ' Empire Magazine and Comic Sec- 
ong PS tions... and full, R.O.P. color both 
1 3 Dor ak 3 daily and Sunday. 
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/ This is a reproduction of one of the many pr iP 
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| full-color ads which appear in The Denver Post. 


Advertiser: Philip Morris & Co., Ltd. = gms aaa 
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THE PEOPLE OF AMERICA 


have found their newspapers indispensable 


They buy 54,000,000 newspapers each and every 
day ... for which they pay the huge sum of 
$3,500,000 daily. 


This figures out on a year’s basis to a sum that, 
even in this day of big sums, is tremendously 
impressive, namely $1,620,000,000. 


That is more money than the people of America 


pay for all their other reading material combined. 
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Looking at Radio and Television... 


What Is Network Radio's Future? 


By The Eye and Ear Man 

What’s to become of radio? The prob- 
lem that has plagued the managements 
is being compounded as national adver- 
tisers are cutting back on the last day- 
time multi-weekly programs. The night- 
time has already resolved itself into a 
catch as catch can commercial venture. 
Now the brains that have to turn in a 
profit on the radio side are being pushed 
hard to be ingenious and _ inventive 
enough just to break even. 

In the opinion of many objective ob- 
servers, the days of network radio are 
numbered, barring some dramatic move 
or super selling. The irony of it is that 
radio, statistically, is a very good mass 
advertising buy. The costs per thousand 
are extremely favorable and the asking 
prices are completely negotiable. 

The number of networks splitting the 
thinning gross revenue is not being re- 
duced; on the contrary, the regional and 
tape networks, like the Quality Radio 
Group, actually tend to increase competi- 
tion. It is inevitable that something has 
to give. Will network radio be reduced to 
servicing its owned stations? Will all pro- 
grams be spot buys? Will advertisers 
resort to making deals on a station-by- 
station basis for run of schedule spot par- 
ticipations and use radio for limited sat- 
uration campaigns? 


® On the plus side, there are more radio 
sets than ever before. There are more 
automobile and portable sets than most 
radio salesmen ever dreamed of in the 
good old days. The inroads of television, 
which are considerable, have apparently 
begun to level off. Independent stations 
in large markets continue to show a fa- 
vorable profit picture. Radio is still a 
strange business where, at a_ certain 
point, the overhead becomes fixed while 
the revenue can keep increasing. 

The networks have been wrestling with 
their affiliates. In a world where network 
revenue once meant an instant profit to 
a station owner, the tables are being re- 
versed. This results in more independ- 
ence on the part of the network affiliates. 

“Monitor” is a noble experiment. It 
promises a new pattern of network pro- 
gram service whereby a spot carrier, lo- 
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cal and national, can be the framework 
of future radio networks. It is still pos- 
sible that it will become the pattern of 
the future. It further causes excitement 
and gives a new look to the dullness of 
radio’s modern dress. The program tends 
to be oversophisticated with Broadway 
type gags and incomprehensible music 
which must grate on radio’s “Ma and Pa 
Kettle” audience, but the idea is peachy. 


® The multi-weekly Bing Crosby and Fib- 
ber McGee and Molly experiments 
seemed to offer an opportunity for an 
in-and-out use of important radio. Still 
the trend moves toward increased use of 
local participations—particularly on early 
morning shows—bought on a market- 
by-market basis and with the highest 
rating local favorite being selected. 

From the network point of view, we 
venture these predictions: 

1. The advertiser with enough money 
to dangle in front of a network—a mil- 
lion dollars or more—can get a guaran- 
teed cost per thousand homes in the fore- 
seeable future. This cost will be between 
50¢ and $1 per thousand homes per com- 
mercial minute. The bookkeeping will be 
complicated but, in general, it will be 
based on Nielsen average audience and 
the difference will be made up in addi- 
tional advertising. 

2. Regional networks and station groups 
will become more commonplace to suit 
the marketing needs of new products or 
products with limited distribution. 

3. Many radio programs will become 
spot carriers. 

4. Music, news and sports will be the 
order of the day. 


# 5. Some networks may decide to cut 
back to the strongest affiliates only. 

6. Advertisers will begin to make new 
uses of radio in their long-range think- 
ing. 

The pricipal point for advertisers to 
remember is that radio is one of the best 
of all media buys. It not only pushes the 
product sell into homes that can be 
reached in no other way, but it repre- 
sents an unparalleled media value. All 
this and the guaranteed cost per thou- 
sand to come. 


Let Management Explain the Contract 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Let’s call this one Company X, be- 
cause to name it would be to put the 
finger on a thousand-and-one companies 
around the country which have recently 
negotiated contracts with their unions. 
The error Company X has committed is 
the error common to all. 

For many months the management of 
Company X has been agitated over the 
oncoming tilt with the union. At the 
eleventh hour it rushed into print with 
communiques to the employes’ homes, 
fervent man-to-man appeals and whis- 
pered threats about closing the plant 
down if the union had its way. Now the 
negotiations are completed, and the per- 
spiring bargainers have gone to the 
showers. Once the ink was on the con- 
tract, that was the end of it. 


That was the end of it for management, 
which had heard all it wanted to hear 
about negotiations. That was the end of 
it for the union, except for the crowing in 
the labor press about the triumphs 
achieved for the oppressed working man. 


® That was not the end of it, however, 
for the working man himself. His quan- 
dary is simple to define: He doesn’t know 
what the contract is all about. He has a 
vague, lop-sided conception of its terms, 
and he knows that he will get a printed 
copy of it some time. He also knows that 
he will probably toss it aside without 
reading it, because it won’t be phrased 
in language he understands. 

When the curtain went down on nego- 
tiations, Company X missed its greatest 
employe relations (and possibly public 
relations) opportunity. If the manage- 
ment had been on its toes, and the com- 
pany communicators freed of their hand- 


cuffs, the company would have come 
forward promptly, thoroughly and factu- 
ally with an explanation of the contract. 

Labor contracts bruise shins. They often 
create inequities in income or working 
conditions. They leave tempers frayed 
and questions unanswered. It is manage- 
ment’s job to clear the air, to put into 
the hands of employes something they 
can understand and believe in. 

Once the contract is signed, manage- 
ment has the clear signal for the rallying 
cry, the sign that will bring employer and 
employe together again. The proper mes- 
Sage to employes from management 
concedes that the going has been rough, 
that not everybody got everything he 
wanted, that perhaps some feelings were 
hurt in the bargaining process. But the 
proper message to employes is the “let- 
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bygones-be-bygones” type of communica- 
tion. In these highly competitive times 
there is no room for the individual who 
wants to sulk in the corner. To win him, 
however, means wooing him. 


® Company X, like so many others, 
bobbled the ball. Instead of bringing the 
scattered employe forces back to a single 
cooperative viewpoint, it said nothing. 
Instead of clearing the smoke it com- 
pounded the smog. The sorehead in the 
ranks this year will be the militant agi- 
tator next year. The quiet dissenter of 
today will be the man who pounds the 
table tomorrow. 

If it is true, as the experts contend, that 
public relations begins at home, this 
would seem to be an excellent place to 
start. 
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Looking at the Retail Ads 


Latex Foam Mattress 


comfortable. But to form one piece of 
pure white Latex Foam in a fulldepth 6” 
mould and to achieve uniform density—that 
was the problem. For the secret of Latex Foam is 


in its density, in ite proportion of latex to air cella When 
properly formed, these Latex-urrounded air celle act like 
springs millions of tiny springs alive with permanent resilience. 

Some rubber processors have had trouble getting a proper and uniform density in Latex foam of a 4” or 4%" 


ible. But the imp 


delivery at a special 4-day introductory price. 


stripe ticking sewn to the core to prevent shifting. 


siwest 45th street 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 

ative advertising and advertising 

training.) 

Here is a good ad. It should have sold 
a lot of merchandise. If it didn’t, it would 
be because the “Full 6” was too much 
a separate thing from the headline, and 
didn’t, therefore, distinguish this offer as 
a better mattress than the 4%” ones 
advertised at lower prices in the same 
paper. The separate treatment of the 
“Full 6” may have kept it from inte- 
grating with the headline proper. 

If it did séll a lot, it might have sold 
a good deal more if the main heading 
had said in bold type: “NOW—FULL 6” 
DEEP,” instead of putting the dimension 
at the left. 

The outstanding feature of this set, 
the 6” deep mattress, should Lave stuck 
out unmistakably, but sometimes special 
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ble has just been lished by a 


ally famous 


maker. one of the pioneers in latex foam. This firm is producing a first quality mattress of absolutely uni 
form density, in the full 6" depth, and Hathaway's is among the few in the country to offer it for immediate 


This new posturized mattress is non-allergic. never needs turning or airing. and ie covered in a heavy woven 


“The Box Spring has been specially designed for the express purpose of giving perfect support to 6 lates 
foam. ts top is ingulated with rubberized silatex to eliminate “coil feel”. 
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emphasis turns out to be much less than 
that. 

This ad is not afraid to use copy. Many 
sophisticated and blase ad creators have 
not learned that advertising should be 
directed to prospects, and prospects de- 
light in reading helpful, informative, 
service-rendering copy. 

Occasionally a correspondent or oral 
questioner will ask: “Prospects? Ads 
should be directed to prospects? I 
thought advertising was to be used to 
make prospects.” 


® My view is that anyone whe can pos- 
sibly be induced to buy is a prospect. 
The best way to sell him is to lean into 
the harness and sell as intelligently and 
constructively as possible. In most cases, 
that is also the best way to make pros- 
pects out of people who are not pros- 
pects, should any of them read. 
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is Shutt Heads College Office Thor Tool Doubles cago, who will take over the ac- Quaker Oats Ranges — 
* George Parker Shutt has been | /count Jan. 1 from Connor Associ- | : My, e Camara 

: r 5 NEW-DA! 

; appointed director of college de- 56 Budget, Moves ates, Aurora. Through the Media iy ear 
ot velopment, public relations and | ) j 


alumni offices of Franklin & Mar-|to Roche, Williams _|WS8P Elects Wood President | in Autumn Campaign 
shall College, Lancaster, Pa. MY.) Avupora, Iux., Sept. 23—The Thor | 


ye 


icati o, Sept. 27—The Quaker 
Shutt formerly was director of Power Tool Cé. will conduct ele a Jenkins publication, has| CHICcAaG p 
WwW siness Pub-/|all-media advertising campaign 
Washington. He also has been aq tising and sales promotion cam- \ foe "TAD distestes. Other of-| this fall to promote its breakfast | 
director of Architectural Forum. paign in its history during 1956, ’ 
Saltzman, editor-publisher, Media| foods, R. S. Macdonald, director of e 
manager, has announced. Agencies-Clients, y.p.; Martha Ful-| advertising, told AA. 
The company will more than ’ 
Toys & Novelties, treasurer, and|dio and more television will be 
© Moke sure you get oll published items about | Said, but declined to quote a fig-| Peter Spitzer, Chefs’ & Stewards’ | used in the drive. “Sergeant Pres- 
your or your client’s business each month. 


i been’ elected resident of the | Oats Co. will conduct an extensive 
sales, National Housing Center,|jarsest and most extensive adver- Pp 
ficers elected include Marvin L.| cereals, pancake mix and pet} seg 
| John F. Corkery, sales promotion 
ler, West Coast representative,, Mr. Macdonald said that less ra- 
| double its ad budget, Mr. Corkery 
Bacon's clipping bureau regularly clips over | UTC. The company’s 1954 budget Manual, secretary. ton of the Yukon” (CBS-TV) is 


Lavy-Day Reef Pie Dinner CO 
3,058 publications for over 1,000 clients. Appres- ran about $100,000, AA learned. new; Quaker formerly sponsored Spe 
ewey Ta Gees end cheno aeons. Thor’s ad drive, which will start|S.F. Chapter, AANR Elects __|it on radio. Several months ago Aunt Jemima 
An invaluable service to ad managers, agencies, | Jan 1, will include use of five William St. Sure, Ward-Grif-| (AA, July 11), Quaker announced oe 
publicity ond public relations men, researchers | ’ 


ond others. Write for free booklet No. 55, | magazines, a farm paper, 52 trade|fith Co., has been elected presi-| that it was dropping its sponsor- 
“Magazine Clippings Aid Business.” 


gaat > sae Pubilelte Checker. Boles _journals and radio and tv spots.| dent of the San Francisco chapter,| ship of ABC’s “Breakfast Club” 
on’t forget Bacon's ublicity e - 


handle publicity more effectively. It's coded this | An extensive merchandising cam-| American Assn. of Newspaper) radio show for Aunt Jemima pan- 
year to show publicity used by each of our 3,058 


~ri : : : +1, | CORN MEAL—This four-color ad for 
Stlicghione Spirel bound fobricvid, 256 pages, | Paign to Thor Tool distributors| Representatives. Other new offi-| cakes. Instead, Aunt Jemima will f f 
bY i $15.00. Sent on Approval. | 


and jobbers also will be conducted. |cers include Lynn Fenstermacher,| co-sponsor the “Ozzie and Har- Quaker corn meal will run in Bet- 
|The complete schedule has not| Hearst Advertising Service, v.D.;|riet” show (ABC-TV) and “Hotel | fr amen & Gardens, Ebony and 
+g hawt CLIPPING BUREAU | yet been set, Mr. Corkery said. James W. Cravagan, Katz Agen-| for Pets” (NBC Radio). Ladies’ Home Journal in October 
m3 §. Serebiithed oe ae The advertising will be handled| cy, secretary, and Harry Seltzer, The product promotion sched-|and November as part of Quaker 

by Roche, Williams & Cleary, Chi-| O’Mara & Ormsbee, treasurer. ules run as follows: 


jeer >i eee te ure ae ae: 


Oats’ fall campaign. 
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Ken-L Products will be adver- 


tised with four-color ads in Bet- 
ter Homes & Gardens, Better Liv- 
ing, Everywoman’s Magazine, 


Family Circle, Ladies’ Home Jour- 
; nal, Life, Look, McCall’s, Western 
=~ Family, Woman’s Day and Wom- 
an’s Home Companion. The sched- 
ule also calls for b&w ads in 
Field & Stream, Outdoor Life and 


Sports Afield; four-color inser- 
READERS > tions in American Weekly, Parade 
> and This Week Magazine; 


one- 
half page ads in Metro and Puck 


wee " * comic supplements and b&w pages 
yes, and live ones, too. in 13 trade publications. Outdoor 
posters also will be used. 


To keep reader-interest high, the editors of the ® Quaker corn meal ads in four 


P , colors will run in Better Homes & 
Farmer-Stockman are constantly traveling the width Gardens, Ebony, Ladies’ Home 


pe Journal, Parade and This Week 
and breadth of both Oklahoma and Texas... . digging Magazine, plus 13 business papers. 


‘: : . : The schedule for Puss ’n Boots 
for facts that will enable them to write interestingly Py they og gl lee cigar 
and helpfully to rural people of the Southwest. Better Homes & Gardens, Better 


Living, Everywoman’s Magazine, 
/ Family Circle, Good Housekeeping, 
When a subscriber gets full of appreciation for this Ladies’ Home Journal, Life, Look, 
Sunset Magazine, Western Family 
and Woman’s Day; b&w ads in 


: . Cats, Farm Journal, All-Pets, 
That’s what Mr. D.T.T., of Hopkins County, Texas, Progressive Farmer and Successful 


. Farming, plus “Hotel for Pets.” 
did when he wrote: Ready-to-eat cereals, including 
Quaker Puffed Wheat and Puffed 
‘“ : Farmer-Stockman for Rice, Muffets and Shredded Wheat, 
I would like to thank the Fa will be advertised in TV Guide, 
the good it has done in Texas and Oklahoma. If we Puck—The Comic Weekly, 13 
business publications, in addition 
had that much help from other farm magazines, we “Sergeant Preston of the Yu- 
on.” 

would be getting somewhere. Your magazine should The Aunt Jemima ad schedule 
calls for four-color insertions in 
Ladies’ Home Journal, Life and 
This Week Magazine, and b&w 
page ads in the business paper list, 
j fine f re plus “Ozzie & Harriet.” 

is truly a fine farm paper. Ads for Quaker and Mothers 
Oats will run in Life, Look and 
° : ! | . the kind you Reader’s Digest, Family Weekly, 
Eager Readers? Yes, indeed y Parade and This Week Magazine. 
want — and need — to make your advertising dollars Also scheduled are Farm Journal, 
12 sectional farm papers and 13 
produce real results in the big rural Southwest business publications. “Sergeant 
Preston of the Yukon” show also 


far ranging farm-facts reporting, he likes to “let go”. 


be in every farm home in this state. You have spent 


lots of money and time for the cause of farming. It 


market! will be used, as well as spot tv 
announcements on 500 Mutual sta- 
: SRE Oe ee ey eee | eee eT tions. 
* All Farmer-Stockman subscriber-families are ea + Ee we 
. . . paid-in-advance . . . sold without premiums. participate in the campaign are 
None is carried in arrears. J. Walter Thompson Co. (Aunt 


Jemima), Needham, Louis & Bror- 
by (Ken-L Products), Wheery, 
Baker & Tilden (ready-to-eat 
cereals) and John W. Shaw Ad- 


dit wrarmer-Stockman 3.7%, 7 tes 


OKLAHOMA CITY, OKLAHOMA © DALLAS, TEXAS 


Brown & Staff Names Brent 


Jim Brent, who formerly owned 
his own agency in Glendale, Cal., 


<4TEXAS e OKLAHOMADP 


: has been named i m 

Owned and Operated by The Oklahoma Publishing Company: The Doily woes Atagct publicity” a. = 4 
Oklahoman, Oklahoma City Times, WKY, WKY-TV, WSFA, WSFA-TV. . yron H. 
Represented by The Katz Agency. Brown & Staff, Beverly Hills. Mr. 


Brent was recently with John D. 
Roche Inc., Los Angeles, specializ- 
ing in real estate promotion. Be- 
“live’’ subscriber families in the Southwest fore that he was advertising man- 
422,295 ‘‘live’’ subscr ager of Pacific Mercury TV Mfg. 
Corp., Los Angeles. 
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National Nielsen Ratings of Top TV Shows 
Two Weeks Ending Aug. 27, 1955 


All figures copyright by A. C. Nielsen Co. 
TOTAL HOMES REACHED 


rade parade parade parade parade parade parade parade parade parade parade parade parade parade parade parade parade parade 


parade parade parade parade parade parade parade 


Homes 
Ronk Program (000) 
1 RE SECS Uae PT CnS.S ene 15,830 
2 Toast of the Town (Lincoln-Mercury Dealers, NBC) .............:.ccsesceeeeee 13,037 
| 3 Those Whiting Girls (General Foods, CBS) ..........:cccccccsseserseneneeneeneere 10,585 
4 ge Ss Serene © emamee. © Oe ee 10,188 
5 we Bat A Soaret Ci. J. Raymelds, COG) ......cccicccsscsccccccccsscesersssteusences 9,762 
6 I NR cc sicrtiteneccciy eens taharncsiiaiconsteadningnennvescianisietaanelh 9,658 
y 7 Disneyland (American Dairy, American Motors, Derby Foods, ABC)... 9,213 
8 OID TUE Wier: CEI ness ccithcsiensss<esaemnostisaninnccintenetinananciadiiiation 9,148 
9 Robert Montgomery Presents (Warner-Lambert Co., NBC) ...........00 9,106 
10 Crecmned eCity COE accede cetaieesiicescsG raza nncce ies 9,088 
PROGRAM POPULARITY* | r 
Homes | 
Rank Program (%) ! 
1 ee gO I | ee ane ne 48.0 
| 2 Toast of the Town (Lincoln-Mercury Dealers, CBS) ..........ccccccceeeeeneeenee 39.4 | 
3 Rome Vimatee Caewei Beets, FOG) oi cnsccccccscscoscesepereapssntiintiomenseasnvecesos'n 3s cone 31.7. a i cs 
4 Those Whiting Girls (General Foods, CBS) .....cccccccccccsssssessceenseeere ee . 31.4) 
5 ce Ae een een anne te Ae EEO 30.4 mil fy in 
! 6 ve Get A: Seeret (%. J. Roymolile, CUR). ..ccssissccrsoscecccsssesccs o 000: 5 din Geek 29.6 
q 7 Ri GR Git FOIE eeisecccetntes reer nssinditncininnicgrnnactionngiaaiel 29.2 
) 38 Robert Montgomery Presents (Warner-Lambert Co., NBC) ..........ccc008 28.2 | 
4 9 Disneyland (American Dairy, American Motors, Derby Foods, ABC) .... 27.7 
10 Max Liebman Presents (Hazel Bishop, Sunbeam, NBC) ............cc00c0000 27.3 
} *Percentage of homes reached in area where program was telecast. iT f 
| 
Quality Bakers To Air Toigo), Brock Candy Co. (Liller, | L L 
| TV Series in Five Markets Neal & Battle), Williamson Candy 
| “Steve Donovan, Western Mar-|©° (Aubrey, Finlay, Marley & 
shal” has been sold to Quality Hodgson) and Rice Sausage Co. 
Bakers of America for sponsor-| (A!lmayer, Fox & Reshkin). 
6 ship in five markets. The NBC|, : : 
} Wiles Division icles eit be spon-| ‘Pacific Shipper’ Boosts Boyd 
sored by Regan Bros. Bakery in| Malcolm W. Boyd, formerly 


Minneapolis, by Stroehmann Bros. |managing editor, has been ap-| 
Co. in Altoona, Pa., and by Purity | pointed assistant publisher of Paci- | 
Baking Co. in Champaign-Urbana, fic Shipper, San Francisco, and will | 


Rockford and Peoria, III. | Supervise publication of Pacific | Li FE 1 1 5% 
; Other regional sponsors for the | Air & Truck Traffic and the annual | Cece eee eererecceseeeoresees a (+] 
} half-hour western include Langen-|Coast Marine Directory, all pub- 
i dorf United Bakers (Biow-Beirn-| lished by Pacific Shipper Inc. 
) 
| COLLIER’S 9 

, 

| YOU TELL ‘EM WHAT TO BUY.. lective: oe 


a i a 


LOOK..........0.0.5... Ge 
PARADE ...............67.0% 


: io Let 10 


TELL ’EM 
WHERE! 


When your advertising arouses 
interest in your product, 

the prospect can locate his 
nearest dealer by calling 
Western Union and asking 

for Operator 25. 


This is the picture of Parade coverage* with the 
LITTLE ROCK 


rhansas MA Oazelle 


(Represented Nationally by The John Budd Company) 


It is much the same in all Parade cities of origin 


parade 


The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 markets 


*Metropolitan County Area—Pulaski 


| 
See how quickly the service works. | 


Call Western Union b ber... 
ask for Operator 25. She'll send | = parade parade f arade parade parade parade fr arade 


you a copy of our latest folder. 
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Agency Builds 
Client Roster 
With FM Show 


(Continued from Page 2) 
reach an unusually high percent- 
age of business and professional 
people in the San Francisco Bay 
Area with programs that hold their 
attention. 

“Secondly, the programming of 
KDFC is almost entirely semi- 
classical background music—just 
the soothing note that tired execu- 
tives want after a hard day of 
work. They listen for long periods 
of time, surveys have proved, since | 
semi-classical music stays right on 
through dinnertime. 

“And since the music is entire- 
ly instrumental,” Mr. Schnitzer 
pointed out, “with short news sum- 
maries at intervals, the human 
voice in the commercial stands out 
more effectively. 

“The third reason, of course, was 
the audience attitude. The station 
has proved, through letters it has 
received, that it has high listener 
loyalty and an audience that is way 
above average intelligence.” 


® To keep listener attention 
through the commercials, without 
jarring mood or nerves, the 
Schnitzer agency uses a series of 
straight from the shoulder common 
sense commercials. 

“The aim of our 13-week test 
campaign,” Mr. Schnitzer declared, | 
“is to perform an educational serv- | 
ice, by explaining the functions of 
the advertising agency in general 
and to sell the agency idea to pos- 
sible users. 

“There are many business men,” | 
Mr. Schnitzer points out, “who still 
don’t know what an advertising 
agency is, does or exactly how 
much it will help him. We explain | 
this to him in sensible, soft-spok- 
en words and we reach him at 
home, in pipe and slippers, when 
he’s vulnerable to our message. 

“We hope first of all that our use 
of the station will show the listen- 
er how the advertising business as 
a whole operates. We’re trying to 
define real advertising ...and then 
emphasize that advertising is a| 
highly respected profession.” | 

Copy stresses that the services’ 


People in The Canton 
(Ohio) Repository’s trad- 
ing zone (and there are 
302,000 of them) know 


Duncan Hines well. They 
see him in Duncan Hines 
ads in The Repository 
and on Duncan Hines 
packages on Canton 
store shelves when they 
shop. It all adds up to 
results. You can fig- 
ure the same way... 
use The Repository! 


67,179 evenings 


(publisher's statement) 


THE CANTON 
REPOSITORY 


A Brush-Moore newspaper 
represented nationally by ( D 


of a recognized agency are as much 
needed by a business man, small 
or large, as those of the lawyer 
or accountant. Listeners are urged 
to call the Schnitzer agency for 
further information, at no obliga- 
tion. 

The commercials, at low-pitch, 
run a minute and a half, three 
each night on a run of schedule 
basis. 

“We've had comment from sev- 
eral network executives about the 
program,” Schnitzer told AA, and 


“even a letter from a publisher 
who complimented us on the com- 
mercials. Later we plan a definite 
followup to try and pin down 
actual results.” 
dd actual copy for typical Schnitzer 
“If you’re the head of a growing 
business, what do you consider the 
most important property your 
company owns? It’s your good 
will, it’s the value of your trade 
name, it’s how the customer con- 
siders you and your product. If 


you were going to buy stocks, for 
soundest investment, you’d first 
buy blue chip stocks, right? You 
bet! And these are the best known 
companies, companies that have 
built up “priceless good will and 
consumer identification by consis- 
tent, intelligent advertising pro- 
grams. 

“Now, the point at issue is what 
are you doing to protect the good 
will, the identification of your 
product, your company’s future... 
your business. Are you _ just 
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spending money you charge off to 
advertising, or do you invest your 
advertising money with a plan. 
One easy way to be sure what 
you're getting for the money you 
spend on advertising is to use the 
services and counsel of a compe- 
tent, recognized advertising agen- 
cy. 
“Say, for instance, one that is 
staffed by former sales managers 
and former department store ad 
executives. This type of advertis- 
ing agency is a trained group to 


This is America 


“ 


Stary, Brooks & Finley SS 


As We Made it 
As We Know It 
As We Want It to Be 


NK HUNDRED YEARS 


A Documentary Report 


in the January Issues of 


Literally, 


and 


an Advertising Opportunity 
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guide and counsel you so that | They offer a solid island of confi-| for information on how to get more | second employe annual report con-: AcE; Robert L. Bliss, v.p. of the 
your advertising is coordinated and| dence, so you know exactly why|for your advertising money with|test sponsored by “The Score,” | Public Relations Society of Amer- 
thoroughly merchandised to meet|and where your advertising money|an advertising agency. Call Ber-|Chicago monthly management re-|ica; Carl C. Harrington, editor of 
your company’s individual sales|is working. nard B. Schnitzer Inc., 333 Kearny| port on employer-employe coim-| Mill & Factory, and John A. Mc- 
problems. “Your insurance man and your|St., San Francisco, an agency now| munication. Second award went) Wethy, assistant managing editor 
“Even if you spend only $10,000|accountant and your lawyer all| serving more than 25 local, region-|to Arizona Public Service Co.,|of the Wall Street Journal. 
’ to $25,000 a year, an advertising|help to guide your  business|al and national clients. There is| Phoenix, and third award went 


agency will get you more for your|through its everyday problems.|no obligation.” to Esso Standard Oil Co., New | Gordon Returns to S.F. 

money. Trained specialists know| Advertising will do the same when York. Grant Gordon, advertising di- 

which media to use, whether you|guided by competent advertising| ‘Score’ Picks Three Best Judging panel was headed by |Tector and v.p. of Fortnight, has 
| should advertise on radio or tele-| specialists. Employe Financial Reports Dean Kenneth E. Olson, Medill | returned to San Francisco to direct 
| vision or in magazines or news-| “Call Bernard B. Schnitzer Ad-| Aluminum Co. of America,|school of journalism, Northwest- |%USiness operations of the maga- 


papers. They help your salesmen. | vertising and Merchandising Agen-| Pittsburgh, received the award |ern University, and included S. R.|2!me_in northern California and 
They guide you on marketing.|cy, 333 Kearny St., San Francisco,| for the best employe report in the|Bernstein, editor of Apvertistne | the Pacific Northwest. Robert Mc- 
{ Near, formerly advertising sales- 
man for KNTV, San Jose, has 
joined Fortnight’s advertising staff 
in San Francisco. 


Montebello Names Agency 
Montebello Liquors Inc., Balti- 

more, has appointed Applestein, 

Levinstein & Golnick, Baltimore, 


January marks the one hundredth anniversary of Street & to handle advertising for its Daily 
Smith. The publishing experience gained over one hundred Gone pe Mayer senctiagnn. 
years goes into the making of three issues destined to make car cards, outdoor and point of 
publishing history. Street & Smith alone among all publishers sale advertising Win BS Uwsee, (bie 
‘ . P . + company handles advertising for 
{ is qualified to make this report, for Street & Smith has edited its other products direct. 
q periodicals for five generations of Americans experiencing 
! the young stages of life. 
| The January issues of Mademoiselle, Charm, and Living for 
Young Homemakers collectively will reach seven million 
readers. They will be read intensively. They will be treasured 
and referred to far beyond the reading life of the usual 
monthly publication. You "re 0 ia 


| | the hook... 


(F LIFE IN AMERICA 


by Street & Smith 


‘a Mademoiselle, Charm, 


aw mm ... 


jg Living for Young Homemakers 


The concept of “One Hundred Years of Life in America” 
has fired the imagination of retail executives. Key stores in 
the major trading areas, expressing enthusiasm over the | 
magazines’ publishing plans, are arranging to key their | 
January promotions to this theme. | 


Advertisers in Mademoiselle, Charm, and Living for Young 
Homemakers will find January a bonus month—a bonus of 
extra readers, intensified interest, longer reading life. 


Our sales representative who handles your account is ready 
to give you a quick summary of editorial content, merchan- 
dising support and store cooperation for the January issues. 
As the time is short we suggest that you wire or telephone | 
Street & Smith Publications, Inc., 575 Madison Ave., New | 
York 22, N. Y. Telephone: PLaza 9-2080. Out of town offices: 
Atlanta, Boston, Chicago, Cleveland, Los Angeles, St. Louis. 


aurence 


STREET & SMITH | INCORPORATED 


CHICAGO 


| Fine Photoengravings 
| for 20 Years 


, "| that Comes But Once in a Lifetime | S47 South Clark WAbash 2-628 


| Are you receiving your free copies of 


“Laurence’s Guide for Photoengraving 
Buyers”? If not, write or phone today. 
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Sympathizes with Writer's 


‘Don't-Do-It-Yourself’ Idea 
To the Editor: Gary Gariepy’s|ter, is sympathy for Mr. Gariepy 


| feel—perhaps pity is a better word 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


“Do-It-Yourself has always 
—as a result of Mr. Gariepy’s let-| seemed to us to be weak and ill-| 


advised,” he laments. Well, mebbe 


another melancholy point: Some- 
‘times the do-it-yourselfer is so in- 
ept that it costs him more to do it 
himself than to have a professional 
mechanic do it. In such cases, there 
is nothing to recommend do-it- 
yourself except the fun there is in 
doing it—and of course, fun is no 


| justification. As Mr. Gariepy 


stern threat to start a “Don’t-Do- 8S an individual. He has—I feel|so! There’s a couple I know who mechanics is no substitute for the 


It-Yourself Club” (AA, Aug. 29) | he won’t pardon the expression— | bought a semi-finished home and edification in 
evokes sighs of sympathy in me—/"0 sense of humor. Aside from 


two kinds. that, he is perfectly right in much 
First, although I have recently |}Of what he says. If he succeeds in 
launched an enterprise to publish Setting his “Don’t-Do-It-Yourself 
a “Do-It-Yourself Buyers Guide,” |Club” started, I may apply for 
and will in some measure depend | membership. Flourishing my mem- 
for my future income on the prev-|>ership card before my wife from 
alence of the “do-it-yourself” urge time to time may serve as an anti- 
in others—I am personally the| ote to the conception of ideas in 
type who hates to do anything | her fertile mind about what-all I 
himself. I am a disciple of Mark|ought to be doing in my spare 
Twain, at least within the area of|time, a commodity which, for a 
his famous quotation, “Whenever | fisherman, there is never enough 
the urge comes over to me to en-|of. (So you see, Mr. Gariepy, I 
gage in physical activity, I lie|don’t. think you’re such a wrong 
down until the feeling passes.” egg, you’re just too sad and grim 
The second kind of sympathy I ' about it all.) ... 


finished it themselves. Saved $2,- 


500 in labor and contractor’s profit 
on labor; on a $12,000 home; and 


cut their down payment from $2,- 
000 to $1,000, without which they 
couldn’t have bought it at all. 
They may have been “weak and 
ill-advised.” In fact, that may have 
been responsible for the impulse 
to get married, in the first place. 
I’m not taking stands on that. But 
it may be something to think 
about. Nobody should go off and 
do something “weak and ill-ad- 
vised.” I’m with you, Gariepy... 

Mr. Gariepy and his fellow- 
don’t-do-it-yourself-travelers have 


one’s profession 
‘which could be acquired in the 
‘same time. He says, “We fail to 
see how the man can be successful 
in his professional field if he is 
constantly dissipating his time in 
an unrelated line of work.”... 
Now there is this “Do-It-Your- 
self Buyers Guide” I am planning 
to publish...So mary “crazy” 
(it’s a craze) do-it-yourselfers 
have been sending me a buck in 
advance for a copy, and so many 
crazy manufacturers are sending 
orders for page ads, and so many 
crazy reps are asking for terri- 
tories—I am under an irresistible 
pressure. Mr. Gariepy, I am slip- 
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ping. I find myself publishing the 
goddam book. Hurry, Mr. Gariepy. 
| Write some more letters. Spread 
the word. Organize “‘Don’t-Do-It- 
Yourself Clubs” from Napahooseck 
to Tacomah. Stop the “Do-It- Your- 
self” movement cold. Save me 
frem my own folly. Save the 
world. Somebody must do it— 
you’re the man to do it—yourself! 
THOMAS T. ENGEL, 
Editor and Publisher, Do-It- 
Yourself Buyers Guide, Chi- 
cago. 
. © e 


Every Vacuum Container 
Isn‘t a ‘Thermos’ 


To the Editor: Reference is made 
to a news story which appeared in 
your issue of Sept. 5 on Page 66. 
The story was headed: “Delicata 
Promotes Nuts-in-a-Thermos as 
Business Gifts.” 

The article describes an adver- 
tisement to be placed by Delicata 
Importing Co. That advertisement 
and your article continually refers 
to the container in which that 
company’s nuts are being offered 
as a thermos and further describes 
it as an insulated container. The 
story also contains the informa- 
tion that the container in question 
is being purchased from the Ham- 
ilton Metal Products Co., Hamil- 
ton, O. 

Will you please note that the 
name “Thermos” is a registered 
trademark, the property of this 
company, and may be applied 
only to articles which this com- 
pany manufactures and which are 
so branded. Any other use as in 
this present instance is a direct 
violation of this company’s trade- 
mark rights. 

I am particularly concerned in 
this matter, because it is to be 
assumed that publications dealing 
with the advertising activities 
should be most conscious of the 
value of the trademark and the 
necessity of respecting the prop- 
erty rights in them... 

IRVING K. FEARN, 
Vice-President, Sales, The 
American Thermos Bottle Co., 
Norwich, Conn. 

. 

To the Editor: Your Sept. 5 is- 
sue carries a story on Page 66, 
headlined “Delicata Promotes 
Nuts-in-a-Thermos as_ Business 
Gifts,” together with a reproduc- 
iion of that company’s ad featur- 
ing a “Skotch Thermos.” In the 
story, the word “Thermos,” un- 
capitalized, is mentioned four 
times and is described as “Fiber- 
glas insulated thermos” and “ther- 
mos jugs.” 

This is a serious misuse of the 
rade name “Thermos,” which has 
been the registered trademark for 
almost 50 years of our client, the 
American Thermos Bottle Co. of 
Norwich, Conn., and as such can 
only be applied to articles manu- 
factured by that company. These 
are vacuum insulated products in 
which -a double walled glass vacu- 
um liner is used. The company 
does not manufacture at present 
any products such as are described 
in your news story. 

Over a period of years, the lead- 
ing trademark in its field may be- 
come so well known as to encour- 
age its use in a generic sense. 
Such misuse by publications or un- 
knowing advertisers damages the 
property rights of the owner... 

Epwarp F. CAULEY, 

Ruthrauff & Ryan, New York. 

* 7 


« 
KEPR-TV Was First 


To the Editor: I know that you, 
as editor of ADVERTISING AGE, are 
interested in the accuracy of the 
news you present your readers. 
There is an item on Page 28 of your 
Sept. 5 issue with which I must 
take exception. 

If you will check the record with 
the FCC and the other trade pa- 
pers, you will find that station 
KEPR-TV, Pasco, Wash., was the 
“nation’s first satellite television 
station,” having gone on the air 
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Advertising Age, October 3, 1955 


Dec. 28, 1954, exactly eight months 


and two days before the station re- 


ferred to in AA. 

For your further information, 
our firm was the first 
nation to apply for a satellite oper- 
ation, the first to begin construc- 
tion, and the first to commence op- 
eration. This is a matter of record 
with the FCC. Therefore, I believe 
a correction is in order. 

Tom C. BosrtICc, 

Vice-President and General 

Manager, Cascade Broadcast- 

ing Co., Yakima, Wash. 


. . . 
‘Teletype’ Takes a Capital 

To the Editor: Thank you for the 
mention of us and our client, 
Monarch Silver King, in your 
Sept. 5 issue. 

We were a bit chagrined, how- 
ever, to note that, in reporting 
this story, you misspelled the 
name of another client—The Tele- 
type Corp. Since the name “Tele- 
type” is a registered trademark 
and refers to the printed communi- 
cations equipment they manufac- 
ture, it should always be spelled 
with a capital “T.” 

If you and your proof readers 
will be good enough to help us in 
our crusade to cap the “T” in 
Teletype, we will be most pleased. 

EARL SCHULTZ, 

Cunningham & Walsh, New 

York. 

e 7 * 
Reader Sees Slight Hope 
in Family's Faces — 

To the Editor: I read with in- 
terest your editorial of Aug. 15, in 
which you doffed your cap to the 
Advertising Council. 

I had intended to write to the 
council and comment on my feel- 
ings regarding the “Future of 
America” campaign, but had no 
idea as to whom my letter should 
be directed. Your editorial credits 
this campaign to McCann-Erick- 
son. 

There is currently appearing in 
some of the public transportation 
vehicles in Los Angeles, a car card, 
depicting an American family 
looking ahead to the future. I don’t 
believe I have ever seen such wor- 
ried looking people in all my life. 
The only one who is seemingly 
happy is the baby. Implicit in this 
photograph is the time-honored 
struggle for survival, and obvious- 
ly this struggle has not yet reached 
down so far as to affect the infant. 
Perhaps the ad is intended to show 
the determination of the typical 
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HOPEFUL?—A reader, studying these faces, concludes that the only 
seemingly happy face here is the baby’s. 


American family in facing the fu- 
ture with confidence. It seemed to 
me, however, that they were facing 
the future with fear. 

The ad completely lacked 
warmth, a basic commodity which 
is so rare in our culture, and which 
all people consciously or other- 
wise strive to gain. This type of 
approach, it seems to me, portrays 
the weariness, and what Harry 
Overstreet calls the “vested inter- 
est in catastrophe.” I note this ap- 
proach in many areas; it is remi- 
niscent of the emblem of the 
American Federation of Labor, 
which portrays a man burdened 
down with the entire world on his 
shoulders. Certainly, this concept 
of labor, or of humanity, for that 
matter, is neither cheerful, nor 
positive, in its implications. 

I am sure that despite the haz- 
ards of daily living and the pres- 
sure of our social framework, there 
is plenty of cheerfulness and ex- 
uberance amongst American fam- 
ilies. 

Don’t you think that this would 
be the kind of thing we would 
much prefer to display to the 
world, than the fear-ridden, ap- 
prehensive expression as portrayed 
in the car card? 

There is inherent in the Amer- 
ican makeup a spontaneity and 
ability to laugh, even at one’s self, 
and flexibility to pick up and start 
afresh, despite the “between 
laughter and tears.” 

Why would an advertising agen- 
cy, which is essentially dealing in 
such human equations, portray an 
American family as if they were 
approaching Doomsday? I don’t 
suggest that we go to the other ex- 


treme, and gild the lily, but I feel 


need expert 


Then call Jack Frost, one of the largest 
suppliers of temporary lighting equip- 
ment in the U.S. and Canada. Jack Frost 
has handled the lighting of gigantic 
movie sets, TV productions, convention | 
displays and countless association shows : 


Complete Rental Equipment Service in- 
cludes, installation and removal at one 
low cost. 


Write for Free Catalog of Equipment 


234 Piquette Ave., Detroit 2, Mich. 


lighting for 


motion pictures 
tv shows 
special events 
conventions 
displays 


from coast to coast. bod 


| 
free estimates | 


Department AA 


very strongly that we miss out in 
lifting the morale of the strap- 
hanger. I presume this card is ap- 
pearing in the subterranean areas 
of the New York subways, as well 
as in the sunlit, smog-ridden city 
of Los Angeles. This car card does 
not represent to me the American 


family, nor would I ever consider 


it as a model. 


The American people suffer 


sufficiently, as most of the profes-_ 


sional critics point out, from rejec- 
tion. Let’s have our morale cam- 
paigns express the basic warmth 


and positive feeling for living. I | 
| believe we will find our propagan- 


da campaigns much more resultful 
if they will do something for peo- 
ple, rather than always ask people 
to do something for us. 
Epwarp I. BRAND, 

Brand & Brand, Los Angeles. 

Do readers believe the car card 
reproduced here emphasizes gloom 
and doom? 


Page 68 Went to Press First 

To the Editor: The Aug. 22 issue 
of ADVERTISING AGE carried an 
article (Page 4) recounting the 
amazing Trendex 86.8% sponsor 
identification figure attained by 
the $64,000 Question. 

In the same issue, under the cap- 
tion, “Looking at Radio and Tele- 


vision” (on Page 68), the writer | 


71 


of the column 
other things: 
“There is an alleged mother-in- 
‘law survey in which the tele- 
cast comes out very poorly in 
sponsor identification.” 

I imagine this was one of those 
hectic issues where it was im- 
possible fer the editorial folks to 
get together and compare notes. 
The Trendex study, showing 86.8% 
‘sponsor identification, cannot be 
‘termed a “mother-in-law” survey, 
‘and I am certain the writer of 
“Looking at Radio and Television” 
did not know that this Trendex re- 
| port was being carried in the same 
issue. 

We have always been avid 
readers of ADVERTISING AGE be- 
cause of its accurate and complete 
reporting and, therefore, know 
‘that you would welcome such 
matters as the foregoing brought to 
your attention. 

Les BLUMENTHAL, 
Radio and Television, Norman, 
Craig & Kummel Inc., New 
York. 


states, among 


“We Can't Cover Western Washington 
with One or Both Seattle Newspapers” 


... says Allan Chambers, North Pacific Regional 
Manager of AMERICAN HOME FOODS, INC. 
“My company always strives to better its methods of 


manufacturing, packaging, merchandising and advertis- 
ing. And we’ve learned how to sell in the unusual Seattle- 


Tacoma market.” 


Mr. 


Chambers continues, 


“We've 


learned we can’t cover western Washington with one or 
both Seattle newspapers. To confine our advertising to 
these papers would be to miss the prosperous, important 
Tacoma market. Therefore our product advertising is 
scheduled in both of the Seattle newspapers and in the 
Tacoma News Tribune.” 


4 
3 


52.9% 


SALES 


in these two 


important markets 
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This Week in Washington... 


FTC Shifts Policy 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Sept. 29—The Fed- 
eral Trade Commission’s handling 
of the cigaret advertising problem 
sets a precedent which may become 
the model for more cooperative re- 
lations between the commission 
and advertisers generally. 

In the past the commission has 
been reluctant to give any pre- 
publication clearance to advertis- 
ing. In publicly releasing its guides 
for cigaret advertising it has done 
an about face, and officially ex- 
tended a welcome for any tobac- 
co advertiser to come in and talk 
it over before turning to potential- 
ly controversial themes. The same 
welcome eventually will be ex- 
tended to others. 

Initially the commission thought 
in terms of an advertising code, 
which would be accepted by the 
industry itself. When industry 


on Cigaret Ads 


|members balked because of their 
| fear of anti-trust implications, 
'FTC’s division of industry coopera- 
tion decided to cut through the 
|technicalities by publishing the 
code as an FTC document. 

Since the industry was fully 
consulted in the drafting of the 
guides, it is known to represent 
something the industry can “live 
with,” and FTC has already had 
visits from some agency people 
who have come down to make sure 
their ideas square up with the 
guides. 

* + . 

Postal censorship: The Post Of- 
| fice Department’s handling of al- 
|\legedly obscene mail matter will 
be examined under a $30,000 Fund 
for the Republic grant to the Un- 
iversity of Pennsylvania law school. 

One of the major issues came 
into focus when the department 
notified Confidential that it cannot 


| be mailed until copies have been 
|submitted for the approval of the 
department’s lawyers. 

Postal officials feel they are 
leaning over backwards to be fair 
when they notify a publisher that 
he can submit copies for advance 
clearance in order to avoid delay. 
Publishers of Confidential contend, 
however, that the department is, 
in effect, reserving the right to 
determine what can go into the 
publication, and that this is a 
power which can easily be abused. 

(Remember when the former 
Postmaster General Frank C. 
Walker tried to revoke Esquire’s 
second class mailing privilege? His 
judgment of what was mailable 
as second class turned out to be at 
variance with the judgment of the 
Supreme Court.) 

* . . 

Statistical magic: Magazine and 
newspaper publishers have a new 
peeve against Postmaster General 
Arthur Summerfield. Publishers 
contend Mr. Summerfield is twist- 
ing statistics in order to try to 
strengthen his case for further in- 


creases in second class mail rates. , == 


In speeches throughout the 
country Mr. Summerfield and other 
postal officials are saying second 
class rates today are only 3% high- 
er than in 1932. While this is 
factually true, it is true only be- 
cause 1932 was a year when second 
class rates were temporarily high- 
er than usual. 

When second class 
rate increases were quickly dis- 
continued. Actually, today’s second 
class rates are 30% higher than 
the 1933-1950 level. While 30% 
may not be an excessive increase, 
in view of other cost increases in 
that period, publishers feel Mr. 
Summerfield could afford to be 
more forthright. 

* e e 

Home improvement: Government 
agencies responsible for improved 
housing are encouraging the build- 
ing industry to move aggressively 
ahead with “operation home im- 
provement,” to sell home owners 
on remodeling and expansion. The 
program, mobilizing the resources 
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MRS. MERRIOM B. PIKE has been named 
to handle merchandising and pub- 
licity for Lanolin Plus Inc., Chi- 
cago cosmetic company. Mrs. Pike 
formerly was merchandising and 
promotion director of the Lady 
Esther division of Zonite Products. 


of building materials producers 
and others is to be launched of- 
ficially on Jan. 16, 1956, and is to 
run throughout the coming year. 
From the enthusiastic endorsement 
it is getting from the National 
Assn. of Home Builders and from 
other segments of the building in- 
dustry, it promises to be one of the 
bigger promotion efforts of the 
coming year. 


R. L. Polk Promotes 
Walter Gardner, 


Beatty and Chait 


Detroit, Sept. 27—Following its 
announcement early this month to 
put direct mail on a 15% discount 
basis (AA, Sept. 12) R. L. Polk & 
Co. this week announced a series 
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selling your MERCHANDISE? 


Ullman TransPlastix can solve many of your display problems: This new idea has a valuable 
look and quickly gains dealer goodwill and acceptance. Placed at street level on windows they 
smash home a well illustrated sales message. COLOR ON PLASTIC... process color illus- 
trations on clear plastic are what make TransPlastix successful. You can have any artwork 
[ektachromes, paintings, tempera- or any black and white photographs] reproduced perfectly 
on plastic. Sizes in full color up to 40”x54”. Quantities from 200 pieces to a million. 

The cost is comparatively inexpensive. Instead of planning an old fashioned display with 
expensive mounting and shipping cartons, you can buy a TransPlastix for less money, rolled in a 
tube and delivered with lower mailing cost. Write for samples and particulars. We have represen- 
tation in almost all territories. 
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oo a : ident of the Direct Mail Advertis- 

A ing Assn., came to Polk in March, 

Peas |) Teroot My a 1955, from Time Inc. (AA, March 
LEES © 4 7). 


Lee Carpets: A large window domination printed in 4 color 
process on clear plastic from artwork and ektachrome. 


Size: 38”x50”. Quantity: 1500. 


rans|Dastix 


ULLMAN GRAVURE, INC., 319 McKIBBIN STREET, BROOKLYN 6, NEW YORK + HY 7-3700 
A division of The Uliman Company, Inc.... Established 1688 
Foremost printers in photogelatin and gravure processes... also specialists in color displays on paper. 


of personnel changes. 

Walter J. Gardner, who has been 
v.p. and general manager of the 
city directory division, has been 
named exec. v.p. and general man- 
ager of all operating divisions. He 
will continue temporarily to head 
up the city directory division as 
well. 

William H. Beatty, formerly v.p. 
and director of sales of the direct 
mail division, has been appointed 
to head up the division. As v.p. 
and general manager of the divi- 
sion, he will be responsible for the 
new commissionable direct mail 
services. 


® And heading up the New York 
direct mail division, working di- 
rectly with agencies as v.p. of 
eastern operations, will be Law- 
rence G. Chait, who was director 
of sales planning and analysis of 
the direct mail division. 

Mr. Gardner joined Polk in 1933 
as a salesman in the city directory 
division. Since then, he has risen 
through management echelons, and 
became general manager in 1952. 

Mr. Beatty, too, has _ risen 
through the ranks since 1944 and 
was named director ef sales of the 
direct mail division in 1953. 

Mr. Chait, who is a former pres- 


Polk also announced this week 
that C. G. Thornburgh, formerly 
assistant manager of the Cincin- 
nati plant of the motor statistical 
division, will be a sales representa- 
tive of the same division. 


Three Buy ‘Fabulous Features’ 

Three sponsors have joined to- 
gether to present “Fabulous Fea- 
tures” Sunday evenings on KPIX, 
San Francisco. They are Dubuque 
Packing Co., South San Francisco; 
Golden Grain Macaroni Co., San 
Leandro, and Italian Swiss Colony 
wine. The Dubuque and Golden 
Grain purchase was arranged by 
Kelso Norman Advertising, and 
Italian Swiss Colony by Honig- 
Cooper Co., both San Francisco 
agencies. 
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Washington’s Leading Specialty Stores 


<< for men and women 


are specialists at picking 


the right newspaper 


‘Lhe Washington Star 


1s the overwhelming first choice 


Washington’s Leading Specialty Stores 
Newspaper Linage First 8 Months 


| 3) othe Washington Star . 61.1% 
Post-Times Herald .... 318% 
| PN See ae eS ee 


MEDIA RECORDS FIGURES 


In an election this would be called a landslide. It shows the supreme confidence that Wash- 
\ ington’s leading specialty store advertisers have in The Star as a powerful advertising medium. 
There is no close second or third; there is only an outstanding first ... The Washington Star. 
The specialty stores in The Nation’s Capital, like the department stores, know it is a family 
habit in Washington to shop the ads at home in the evening in The Washington Star. They 


know The Star is the newspaper that brings in the business day after day on a year ’round basis. 


he Washington Star 


EVENING AND SUNDAY WASHINGTON, 


NEWS AUTHORITY OF THE NATION'S CAPITAL 


Represented nationally by: O’Mara and Ormsbee, inc., 420 Lexington Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisco 


Snec'at Florice reoresentative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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; H ; content of the articles published; postmaster at Mt. Morris, Ill,); [~~ —- 
Liberties Union in Confidential or the kind of | where the magazine is published, 
: journalism it reflects,” the Union| to send copies to Washington “for r eid 
Hits Postal Ban said in a letter to Postmaster Gen-| examination and advice as to their |* + ~ oo Se i Toe Redes ete ie ote} 
’ . sor)’ eral Arthur Summerfield. “How-| mailability.” yo las Changed its name to | 
on Confidential ever, as long as the First Amend-| The right to use the mails was | 4 


New York, Sept. 27—The Amer-| ment is to have meaning and/|subsequently denied (AA, Sept. 
ican Civil Liberties Union yester- force with respect to the distribu- | 19). 
day termed the denial of Confi-|tion of published material, the 
dential’s right to use the mails post office has no right to pre-| Midwest Ad Assn. Elects 


ATIONWIDE 


| * 
| > v 
“unbridled censorship.” LConees igh : K. U. Love, business manager of| } id vant 
“We offer no comment on os “If a publication has Nae the Democrat & Capital, Sedalia,| | WHERE POLICYHOLDERS WORK TOGETHER TO HELD THEMSELVES 
press fF pe ree a Mo., has been elected president of | Seibel sgh oa idole: Gomes tik eI 5 nici’ ‘aksinake taka 
, shou : the Midwest Newspaper Advertis-, | = r ie 
YOU CAN'T PREDICT lease heard in a court of law. ing Executives’ Assn. Other new | aR 


the ae when on aan » “Under our democratic system, | Officers are Victor A. Modeer, ad-| SELLING A NEW NAME—Farm Bureau Insurance Co., Columbus, O., is 
will accuse you o 


we do not rely on individual gov-| Vertising director of the News-| telling the public about its new name via 24-sheet posters in 26 
LIBEL OR SLANDER ernment administrators to decide| Press & Gazette, St. Joseph, Mo.,| _ cities in 13 eastern states, in addition to newspaper insertions. 
‘what material should be read by|V-P-; H. L. McKee, ad director of — 
a a Bite public. The protection of the | the Kansas City Kansan, Kansas | American Lumberman & Building BBB Group Drives 
Po why a eriti ‘First Amendment applies equally | City, Kan., er eee Products Merchandiser Oct. 15. 
inst this hazard, at very little expense. §|to all magazines and publications, | #94 Walter Hussman, publisher of | Donald O. Carlson, formerly in : . 
i's smart to have our special policy ‘despite the views of government | the Camden News, Camden, Ark.,| American Lumberman’s Chicago Against Comparative 
AND BE PROTECTED jofticials as to their contents.” sergeant-at-arms. headquarters, has been named Price Ad Abuses 
WRITE FOR DETAILS AND RATES Confidential has asked an in- a eastern editor, with headquarters 
EMPLOYERS REINSURANCE |junetion which would require the Vance Expands ‘Lumberman’ | in New York. Donald O. Carlson, PiTTsBURGH, Sept. 27—The com- 
ei e Ok Me post office to lift the ban. The| Vance Publishing Corp., Chica-| previously managing editor of |parative price committee of the 
INSURANCE EXCHANGE magazine’s complaint said that Mr. | go, has announced it will open East | Western Building, is new western |Assn. of Better Business Bureaus 
KANSAS CITY, MISSOURI |Summerfield had instructed the| and West Coast editorial offices for | editor, with offices in Portland. | Will launch its assault on compar- 
ative price advertising abuses this 
week. 
The action marks the opening 


shot by the three-man committee 
organized last May to combat com- 
parative price abuses in adver- 
tising. 


Test cities where results will be 
analyzed in the “long range drive” 
are Pittsburgh, New Orleans, St. 
Louis, Chicago, Boston, Cleveland 
and Akron. 


a +] es BBB offices throughout the 
country will receive “packages” 
this week developed by the com- 
mittee and containing “procedure 
lists, check lists and other infor- 


mation to be distributed retailers 
some time next month.” 
Retailers will be given check 
lists—intended for installation in 
store advertising departments and 
for study by store buyers—appli- 
cable to various comparative 


—— tl a“ 
ama 


aeerint claims, including: 
i a 1. Permanent markdowns—is 
Re. Oe the comparative price the last reg- 
Wark & io cher Sek Ramngarsnay 


ular previous price in your store? 

Has the price been maintained 
- without temporary markups? 

ie @ & 8 FE 8 Fe Ee EF E SE UG UG UG. UG * Whcctitienl wattis.df tee 

articles have been discontinued 

have you made this clear in the 


Best in linage, advertisements? 


|g Those are a sampling of ques- 


i . ee tions retailers will be asked to 

: Best In advertising revenue, apply to each comparative price 
ad. 

° ° ° G. H. Dennison, general manager 

Best in circulation... of the BBB here and head of the 


committee, said bureaus will be 

asked to sponsor meetings of all 

P media to discuss “shattered’”’ pub- 

Who should we thank for these gains? lic confidence in comparative ad- 
vertising. 

He emphasized that the BBB is 

not opposed to comparative prices, 


verte ceere * Grek SeOTHCES FeBietatiCNn Serre@ere + tthe 


Rm oe ee ~ ae 


of per se, but solely to wild exaggera- 
our advertisers...and their advertising agencies? Yes—and we do. tions in comparative price adver- 
tising. 
our own staff...editorial, sales, circulation? Yes—and we do. a 


Other members of the committee 
are John O’Brien, head of the Ak- 


our readers...the sales executives of America? Yes—and we do, ron bureau, and Edward Gallagher, 


and particularly them because we attribute our steady merchandise manager of the Bos- 
ton bureau. 

growth to these two truths: 

1. Sales executives continue to rise in their importance Richar dson, Thomas Adds Two 

to American business—in the responsibilities they shoulder Richardson, Thomas & Bushman, 


Philadelphia, has been appointed 
io handle advertising for Pine 
Chemicals Inc., Fieldsboro, N.J., 
maker of chemicals and synthetic 


and the authority they possess. 


2. More sales executives, by a very wide margin, continue 


to be regular readers (and paid subscribers at $8 a year) of resins, and Filtered Rosin Products 

han of any other business magazine. Inc., Baxley, Ga., producer of pine 

SALES MANAGEMENT t y 8 gum. Both companies will use 

, F tribute to th tives for trade publication advertising, sales 

We desire publicly to pay tribute to these sales pans: ena literature and publicity, and Pine 

the indispensable work they are doing to keep this nation Chemicals in addition will use di- 

prosperous, and to express our gratitude to them for their rect mail. 
iding i in our magazine as also being their magazine. 

abiding interest in 8 & 8 Murine Export to JWT 

John L. Newkirk Inc., New 

RKETING York, exporter, has appointed J. 

THE MAGAZINE OF MARK Walter Thompson Co. to handle 

. export advertising for Murine eye 

B A Bill Brothers Publication lotion. J. Walter Thompson Co., 

386 Fourth Avenue, New York 16, N. Y. Chicago, services the Murine ac- 


count in the U.S. 
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Northwest Bulb Growers Seek Commission 
to Build Promotion and Research Program 


SEATTLE, Sept. 27—Bulb grow- 
ers in Washington, selling their 
highly specialized $2,000,000 crop 
throughout the nation, but harried 
now by five years of falling prices, 
are turning to advertising and pro- 
motion. 

Producers of daffodil, tulip and 
iris bulbs have asked the state to 
issue a marketing order, the first 
under a new marketing agreement 
act passed earlier this year by the 
legislature. The order would create 
a commission with power to levy 
a tax on growers for research and 
promotion. 

Growers presented their case at 
a hearing before the state depart- 
ment of agriculture here last week. 
The Northwest Bulb Growers 
Assn. took the leadership in push- 
ing for a marketing order. No one 
appeared in opposition. 

Foreign competition—primarily 
from Holland but in some degree 
from Japan—is one big factor 
troubling domestic growers. 

“We are meeting extremely 
forceful and heavy competition,” 
Joseph Berger, president of the 
association, testified at the hear- 
ing. Holland, he said, has cheaper 
labor and ample funds for adver- 
tising. The Dutch also have lower 
freight costs by water to the East 
Coast of the U. S. than northwest 
growers have by rail into the same 
area, he pointed out. 


s Another producer, Francis Sher- 
venka, past president of the bulb 
growers association, said that 
Dutch growers “have armed them- 
selves with a very effective ad- 
vertising campaign which we must 
match if we can.” 

The need for improvement of 
trade practices in the domestic in- 
dustry also was stressed by Mr. 
Berger. Some bulb types lack 
standard grades, he said, and qual- 
ity control varies widely. He also 
charged that “there have been 
shoddy trade practices.” 

In tulips, he said, “top size” and 
“giant” can mean anything. With 
a set of standards and the quality 
of competitive sellers kept the 
same, prices would be closer, he 
added. 

Research in methods of produc- 
tion and improvement in quality 
now being carried on by the grow- 
ers association would be taken 
over by the commission under the 
marketing order. Growers indi- 
cated that as prices have fallen 
and the pinch has been felt by 
producers, it has become increas- 
ingly difficult to raise research 
funds on a voluntary basis. 

Daffodils, the principal bulb 
production type in the Pacific 
Northwest, reportedly are suffer- 
ing most in the present market. 
Changing methods of domestic 
production are hurting producers. 
Formerly most daffodil bulbs 
grown in Washington went to hot- 
house operators through the coun- 
try for forcing to produce early 
spring blooms. In the forcing proc- 
ess the bulb was spent and had to 
be replaced the following year. 


= But in the last half-dozen years 
producers in California have been 
raising blooms outdoors and ship- 
ping these to markets throughout 
the country by air, hurting the 
market for hothouse blooms. Sim- 
ilar production is developing in the 
Carolinas. Outdoor producers do 
not need to buy replacement bulbs 
as often as hothouse growers. 
Assessments on growers were 
proposed at 20¢ per thousand nar- 
cissus bulbs and 15¢ per thousand 
tulips and iris bulbs. The total 
amount raised would be around 
$10,000—well under 1% of annual 
sales, the hearing was told. The 
approximate division 
75% for advertising purposes and 
25% for research. The amount was 
kept low at the outset in order to 
get the commission started. First 


would be. 


emphasis would be on merchandis- | 
ing aids. 

Sverre Omdahl, state commis- 
sioner of agriculture, indicated 
after the hearing that a decision 
would be made shortly as to 
whether the state would prepare 
the requested marketing order. 
The order would then be referred 
to growers for acceptance through 
a mail ballot. Comments of Mr. 
Omdahl during the hearing indi- 
cated sympathy for the position 
of the growers, and a marketing 
order was considered likely. 


Mort Junger Adds One 


Mort Junger Advertising, New 
York, has been appointed to han- 
dle advertising for The Free Press, 
Glencoe, Ill., publisher of books 
on science and human conduct. 


Aftiliates with deGarmo 
Richard & Raymond, New York, 


|has affiliated with deGarmo Inc., 
|New York agency, as a sales pro- 


motion, merchandising, and direct) of 


| mail division of deGarmo. 


pee Joins Martin Co. | 

Robert K. Lauer, formerly sales | 
premotion and advertising manag- 
er of American Steel Dredge Co., | 
has joined Willis S. Martin Co., 
Fort Wayne, Ind., marketing coun- 
sel, as an assistant account execu- 
tive. 


Moffitt Joins Allman Co. 

Gregory J. Moffitt has joined 
the creative staff of Allman Co., 
Detroit. Mr. Moffitt formerly was 
in charge of advertising and pub- 
licity for Huron Portland Cement 
Co. 


Jatte to Stanley Greetings 
George J. Jaffe, formerly pro- 
motion director of Taylor Jewelry 
Co., New York, has joined Stanley 
Greetings Co., Dayton, O., greeting 
card subsidiary of Chesapeake In- 


Opens Graphic Design Studio |George Nelson & Associates, has 
George Tscherny, formerly head | opened the Graphic Design Studio, 
the graphics department of | 220 E. 46th St., New York. 


dustries. 


American Airlines.... 


is the largest U. S. airline—5,887,000 revenue passengers 
in 1954, 20% of the total flown by domestic airlines.* 

But to the traveler, the size of American Airlines is 
not as significant as the service it offers. 

Size is not always a measure of service. One magazine, 
for instance, with only 1,300,000 circulation, gives the 
advertiser a major share of an important class market 
equivalent to another national suburbia. 

The magazine is SUCCESSFUL FARMING. Its circulation 
includes 26%, of the commercial farms in the country — 
and 42% of all farms earning $10,000 or more. 

SF farm subscribers raise more than one-third of the 
national farm output, almost two-thirds of the livestock 
products... have an average cash income from farming of 
around $10,000—and add up to $11 billion market. 

Because SUCCESSFUL FARMING for fifty years has helped 
the country’s best farmers earn more and live better, it has 
more influence with its market than any other medium. 

To balance national advertising schedules, you need 
SUCCESSFUL FARMING. Ask any SF office for details. 


*Source: Aviation Week 


MEREDITH PuBLISHING CoMPANY, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 
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Doctors Find Their 
Decaffeinated Coffee 


Charges Groundless 


Cuicaco, Sept. 27—The Ameri- 
can Medical Assn. last week re- 
versed its ground on the subject | 
of decaffeinated coffee. Earlier this | 
year AMA had reported tests in- 


THE WECK 


SECRET MESSAGE 
POST CARD 


A powerful direct-mail advertising medium. 


@ INVISIBLE PRINTED Message appears 
when card is wetted. When dry it disappears. 
Can be used again and again. 


“Hos terrific impact” * 
Send tor Semples ond Price List. 


_ WECK PROCESS CO. — 


42 E. 2let Se. New York 10 


dicating that ad claims for decaf- 
feination were exaggerated (AA, 
Aug. 1), but an improved testing 
technique, the group now reports, 
shows that 97% or more of the caf- 
fein actually can be removed from 
coffee. 

The average cup of decaffeinated 
coffee—either regular or instant— 


Chicago TV Sponsors Hear the Tocsin as 
5th-from-Last Network Show Leaves Town 


Cuicaco, Sept. 28—In the wake 
‘of the loss of “Super Circus,” 
they’re tolling the bells more vio- 
lently than ever for Chicago-or- 
iginated network television. 


has only about 1/40th of the | 


ular ground or instant coffee, ac-| New York some time before the 
cording to the current issue of the year’s end, was this city’s last 


The seven-year-old “Super Cir-| 
amount of caffeine present in reg-| cus,” which ABC-TV moves to 


Journal of the American Medical 
Assn. 

“The data now presented indi- 
cate that inaccurate results were 
reported in the original article of 
July 23,” the Journal declared in 
finding the previous statements on 
decaffeinated coffee groundless. 


Chalmers to Calkins & Holden 
William A. Chalmers, formerly 
v.p. and radio-tv director of Camp- 
bell-Ewald Co., Detroit, has been 
appointed manager of the Los An- 
geles office of Calkins & Holden. 


‘major network tv origination, 
‘since NBC had already decided to 
originate “Zoo Parade” here less 
than half of next season. 

| his leaves CBS-TV’s “Uncle 
Johnny Coons,” yet another kiddie 
‘show, as Chicago’s last full net- 
work production—and it is likely 
to be dropped in November. Two 
other children’s shows go out of 
here to partial networks, including 
ABC-TV’s renowned “Kukla, Fran 
& Ollie.” 


ws Add to this radio’s “Breakfast 


& Home Hour” (NBC), a couple of 
regional news analysts and How- 
ard Miller’s disc jockey stanza on 
CBS Radio, and you have the en- 
tire remnant of a once-virile band 
of Chicago-originated network op- 
erations. 

Local tv critics have been wail- 
ing over the situation for a couple 


of years now, and so has a group | 


of entertainers and producers call- 
ing themselves, wistfully, Chicago 
Unlimited. This group has been 
working on the big Chicago Assn. 
of Commerce & Industry (which 
contains most of the potential spon- 
sors), trying to stem the “tidal 
drift” to New York and Hollywood. 


we Last week, aided by the “Super 
Circus” removal, they got some re- 
sults: Thomas H. Coulter, execu- 
tive head of the commerce associa- 
tion, warned some of his colleagues 


Club” (ABC) and “National Farm \about “civic sabotage,” and de- 


Looking for coverage?... 


look to wfmy-tv! 


i 3% 
ne a 


Keep your prospects well covered in the Prosperous Piedmont 
section of North Carolina and Virginia with WFMY-TV. 


Since 1949, WF MY-TV has been the key salesman to this top TV 
market where some 2 million potential customers live, work and buy! 
WFMY-TV’s 100,000 watt coverage of this $2.3 billion—46 county— 
market means greater sales and profits for you. 


Call your H-R-P man today for the full story of WFMY-TV... 
basic CBS for the entire Prosperous Piedmont. 


Now In Our 
Sixth Year 


GREENSBORO, N. C. 


Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco 


Represented by 
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A LITTLE THINNER—Renuzit Home 
Products Co., Philadelphia, relies 
on model Joanne Watkins to help 
popularize its new odorless paint 

thinner. 


clared: 

“If it weren’t for the executives 
who take their advertising ac- 
counts to New York and the net- 
works who ship their talent and 
programs there, Chicago would be 
much nearer to being the adver- 
tising capital of the country than 
it is now.” 


® Starting with this, Chicago Un- 
limited hopes the Association of 
Commerce and Industry will move 
on to a campaign to divert some 
midwest advertising dollars into 
Chicago networking. One argument 
for it is statistical: 

New York now originates 103 
network tv shows, 43 for companies 
located in the Midwest. Hollywood 
originates 59 shows, 24 of them 
for midwestern clients. 

Advertisers in these parts are 
spending at the rate of about $66,- 
000,000 a year (time and produc- 
tion) for these shows, says Chicago 
Unlimited. By contrast, of course, 
Chicago has the four shows men- 
tioned. 


® Another appealing argument is 
that, lacking tv in a television age, 
“we've lost our marquee to at- 
tract tourists and visitors.” 

Whatever Chicago Unlimited’s 
success in saving the patient, it 
has reason to understand the ail- 
ment. One of the group’s founding 
fathers, and its first president three 
years ago, was Robert W. Hurleigh, 
Mutual commentator. 

Then, a year or so ago, Mr. 
Hurleigh himself took a powder, 
“drifting” to Washington and tak- 
ing his network radio stanza with 
him. 


a 


McElligott Joins Distributor 

Ford C. McElligott, who has 
been operating his own agency, has 
been named to the newly created 
position of merchandising man- 
ager of Sues, Young & Brown Inc., 
Los Angeles, independent distrib- 
utor of appliances. 


Brisacher, Wheeler Expands 

Brisacher, Wheeler & Staff has 
announced plans to construct a 
third floor addition to its San 
Francisco headquarters building, 
with completion scheduled by 
March 1, 1956. 
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Toledo Edison 
Withdraws from 
Appliance Sales _ 


TOLEDO, Sept. 27—The Toledo| 
Edison Co., which has been selling | 
electric appliances for 42 years, | 
is discontinuing its merchandising | 
program, John K. Davis, v.p. and | 


Nancy Breuner to Schnitzer 

Nancy Lovejoy Breuner, for- 
merly a staff correspondent for 
/Women’s Wear Daily, has joined 
ithe San Francisco staff of Ber- 
|/nard B. Schnitzer Inc. as a copy- 
writer and assistant account ex- 
ecutive. : 


the PRIZE PREMIUM ° 
of the Jet Age 


assistant general manager, has | CLINTON 
announced. | Jet Age 
Direct selling of appliances by | 


the utility will continue only until | 
the present stocks are exhausted, 
but the company will continue to| 
promote appliance sales through , : | 
a cooperative program with deal- : | 
ers and distributors in northwest- | ANNIVERSARY QUEENS—These ten pretty girls are can- dinner Dec. 2. At left is Norman W. Sharrock, 
ern Ohio, Mr. Davis said. didates for the title of Golden Anniversary Queen Campbell-Ewald Co., chairman of the celebration, 

During recent years there has|of the Detroit Adcraft Club. The winner will be and at right is Clark H. Stevens, v.p., Sawyer-Fer- 


been a marked change in the posi- | chosen immediately before the club’s anniversary guson-Walker Co., Adcraft president. 
tion of electric utilities in the ap- 


OUTBOARDS 
Here's a dramatically dif- 
ferent premium with un- 
versal appeal. Powerful 
2% to 5% Np. performance 


models. The perfect low 
cost and unusual prize to 
build sales. Phone, wire 
or write today for com- 
plete information. 


CLINTON MACHINE COMPANY 


Dept. 89-C Outboard Division, Clinten, m 
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Over 3,500,000 Engines now serving farm, home and industry 


ee ee 


¢ 

) 
' 
i 
' 
! 
! 
‘ 
‘ 
! 
! 
' 
! 
4 
! 
i 
' 
' 
! 
.. 


IT 


pliance field, Mr. Davis said. More 
and more electric utilities are 
going out of the direct selling 
field, he added. 

In the early days of the indus- 
try it was up to the companies 
themselves to create acceptance of 
new appliances as they were in- 
troduced in order to build the 
electric load, Mr. Davis said. The 
Edison sales department was or- 
ganized when home lighting was 
in its infancy. 


® Edison salespeople introduced 
the first electric appliance—the 
iron—and created a market for it 
in the Toledo area by conducting 
a house-to-house sales campaign, 
Mr. Davis said. The same method 
was used successively with electric 
refrigerators, ranges, washers, and 
other appliances as they were de- 
veloped. 

The company’s importance in 
appliance selling has diminished as 
the number of appliance dealers 
has increased and as their sales 
efforts have been more aggressive 
and effective, Mr. Davis declared. 

“We are now in a new era of 
electric appliance merchandising. 
It has evolved in recent years, 
with consumer acceptance of ap- 
pliances being established and 
dealers doing a good job of main- 
taining it,”” Mr. Davis added. 

Manufacturers are backing the 
dealers with national advertising 
campaigns; so the job of the elec- 
tric utility has become one of pro- 
motion through dealers rather than 
of direct selling, and this is the 
course Toledo Edison will follow, 
Mr. Davis said. 


Knox Heads Promotion for Two 

David Knox has resigned from 
Mogge-Privett, Los Angeles, to be- 
come advertising and promotion 
director of two new Los Angeles 
companies—Hi-Droxn Engineering 
& Sales Co. and Earp-Thomas Di- 
gestor Co. Hi-Droxn manufactures 
a new type of gas used for cutting, 
welding and stand-by heating in 
industrial plants. Earp-Thomas in- 
stalls digestors in municipalities 
to dispose of garbage, refuse and 
sewage, the end product of which 
is pure organic fertilizer. 


Stuart Agency Changes Name 

Charles R. Stuart Advertising, 
San Francisco, has changed its 
name to Charles P. Johnson Co. 
The agency was founded in 1915 
by Charles R. Stuart, who sold out 
in March, 1942, to Mr. Johnson 
and then retired. Mr. Johnson 
joined the staff in 1932. Charles 
P. Johnson is president of the 
agency, and Fred M. Parke and 
Pete, Hurst are v.p.s. 


Natic.aal Paper Names Solomon 

National Paper Corp. of Pa., 
Ransom, Pa., has appointed Cyril 
Solomon director of marketing for | 
all Swanee paper products. Mr. 
Solomon was formerly an inde- 


pendent marketing consultant. 
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‘reaches more women! 
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Pas WITH CIRCULATION LEADERSHIP 
af / omooue 13,756 City Carrier Lead \ 
DAILY LEAD 10,356 ABC City Zone Lead 
/ OVER 2ND PAPER 77/026 Retail Trading Zone Lead | 
{ 50,931 Total Circulation Lead 


WITH ADVERTISING LEADERSHIP ¥ 


\ OREGONIAN 2,613,570 lines Retail Advertising Lead J 
LEADERSHIP 1,219,097 lines General Advertising Lead 
OVER 2ND PAPER 3,316,115 lines Classified Advertising Lead 
for 6 mos. ending March 31, 1955; 


Year: 1954 . Se 
Media Records total odvertising, a 7,148,782 lines Total Advertising nef 
less AW, TW and Comics, 1954. ee 


Sources: ABC Publishers’ Seencen > 


ines = gene 


— —— 


Keep your sales growing 


with Oregon's growing newspaper PORTLAND, OREGON 


233,188 Daily 
297,263 Sunday 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


Largest Circulation in the Pacific Northwest 
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Americans ‘Like’ Wine, but They Don’t Buy 
Much Because They Don't Think of It: Roper 


San Francisco, Sept. 27—Mil- | ciates, which has just completed 
lions of Americans don’t buy wine the first nationwide study of wine 
oftener because they just don’t/attitudes ever conducted in the 
think of it often enough. US. 

This is but one of several major| The Roper survey on the public’s 


Advertising Age, October 3, 1955 
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145,000,000 gallons of wine a year.; He noted that wine consumers | 

The survey also disclosed that are more apt to be mature than 
many millions are not regular wine | just out of their teens, more likely 
users, even though they have a to be women than men, more apt! 
high regard for wine and enjoy its |to be professional and white collar 
taste. In their own words, the chief | workers, and to be from the | + 
reason they don’t have wine often- |educated and higher income groups. | 
er is that “they just don’t think of| Geographically, a greater per- 
it often eneugh.” centage of Americans who enjoy | 
conclusions reported last week to | views on wine and wine usage was| And there are many more mil-| wine live in the Northeast and Far | 
the Wine Advisory Board at San|seught by the Wine Advisory lions, Mr. Roper reported, “who 


West than in any other section. | 
Sema ee eee APU ANNO: ES Oe eee oa rarely |There are more wine consumers, | 


\have never tasted wine, 


OUTDOOR 
in HOUSTON 


ifornia wine industry’s national 
advertising and promotion pro- 
gram, in order to obtain basic data 
on which to plan future promotion. 

Roy S. Durstine Inc. is the agen- 
cy which now handles all of the 


think of it and have still to learn 
about its uses.” 


vinced that wines produced in the 
US. more than held their own 
with foreign competitors. More 


proportionately, in large cities of 
over 500,000 than in the smaller 


Americans generally are con- cities and towns. 


Mr. Roper found that Americans 
characterize wine as having nu- 
merous definite appeals, widely 


number two of a series: 


can readership be proven? 


RENEWAL PERCENTAGE COMPARISON 


The above graphs tell an important story—simply, 
directly and much more effectively than all the 
words we could muster to tell you about AMER- 
ICAN RESTAURANT magazine's proportional 
growth in BOTH circulation and renewal percent- 
age. Note the COMPLETE CORRELATION be- 
tween these two factors? No coincidence here, but 
CONCRETE PROOF of the effectiveness of ARM's 


“service by penetration” story . . .a DIRECT sales 
approach that assures you of depth readership re- 
sults in a diverse trade market . . . not just vague 
market coverage claims. 

Let's examine this correlation between circulation 
and renewal percentage a little further. According 
to-the recent June, 1955 ABC statement, AMER- 
ICAN RESTAURANT'’s paid circulation rose to 
a new, industry-leading high of 32,461! And amaz- 
ingly enough, ARM’s renewal percentage also rose 
to a point where it is now almost 10% AHEAD 
of the second publication’s. 

We know you'll agree, it is indeed a rare 
occurrence in business paper publishing where 
BOTH renewal percentage and paid circulation rise 
AT THE SAME TIME. It certainly points up to 
the fullest extent possible, that AMERICAN RES- 
TAURANT offers a loyal, consistent and respon- 
sive audience ... WITHOUT the dubious help of 


here are the facts to substantiate AR M’s “service by penetration” story: 


COMPARISON AVERAGE 
TOTAL PAID CIRCULATION 


high pressure circulation drives and “premium” sub- 
scription campaigns. HERE’S ABSOLUTE PROOF 
OF READERSHIP of the SELECT audience offered 
by AMERICAN RESTAURANT—the choice $10 
billion restaurant-hotel segment of the tremendous 
away-from-home eating market. It's YOUR market 
... concentrated, highly receptive and ready-to-buy 
... Offered to you through AMERICAN RESTAU- 


RANT magazine. 


With the complete assurance that you can gain 
real DEPTH coverage of the restaurant-hotel seg- 
ment of the entire away-from-home eating market 
—the major two-thirds chunk of it—here’s a simple 
bit of sales strategy you can follow: 


SATURATE this huge buying potential— 
through CONCENTRATED, “tailored” appeals to 
the LIKE CHARACTERISTICS of its DISTINC- 


TIVE audience. 


This, naturally, is just the bare fundamentals of 
how you can gain effective SALES DOMINATION 
of this growing, prospering restaurant market. Any 
AMERICAN RESTAURANT sales representative 
can easily and quickly fill you in on the details. No 
obligation, of course. AMERICAN RESTAU- 
RANT magazine, A Patterson Publication, 5 South 
Wabash Avenue, Chicago 3, Illinois. 


SPECIAL 24 SHEET board’s national advertising. than two-thirds of those questioned | recognized by non-users as well as 
felt that U.S. wines either were | by regular consumers. SELF-MERCHANDISER—The new Uni- 
POSTERS for DISTILLERS m The survey was made among a| “better” or “just as good” as for- versal Electrilon blanket is now 
PEERED scientifically selected sample of | eign labels. ‘a Five out of six persons ques- , : 
PAINTED BULLETINS { | adults living in cities of more than| On the question of which state| tioned, for example, consider wine Seti ae ey hae repens 
———_ 2,500 population where wine is| produces the best American wine,|as being beneficial to health. And eee ae — 

STERLING sold. The quota method of samp-|“five out of six who answered | wine, although considered an eco- dimensional display. 

Si Co. I ling was used, with a total of 5,007| voted for California,’ Mr. Roper | nemical beverage, also is associ- 
£n Vo. inc. interviews. reported. California wine grewers,| ated, Mr. Roper declared, with|of the street,” Mr. Roper pointed 
P.O. Box 21015 Houston, Texas Mr. Roper found that some 41,-|incidentally, produce 86% of all| “gracious living.” out, “makes wine rather unique in 
000,000 people now consume nearly | wine consumed in the U.S. “This ability to play both sides|the beverage field. On the one 


hand it is considered a symbol of a 
refined, desirable way of life, but 
unlike many ether products which 
have attained this stature, wine 
retains its reputation for being in- 
expensive.” 

Mr. Roper also cited a wide- 
spread opinion that wine tastes 
good and at the same time has the 
additional appeal of being “mod- 
erate.” 

The survey, according to Mr. 
Roper, found relatively few un- 
favorable attitudes toward wine 
but did disclose certain factors 
tending to restrict its consumption. 

The large number of wines avail- 
able and the extensive wine no- 
menclature, Mr. Roper asserts, 
tend to confuse the consumer and 
limit his confidence in buying 
wine. He suggested that industry 
advertising stress the all-purpose 
character of wine amd emphasize 
wine’s low cost to consumers. 


54% 33, 000 
32, 500 = 
53% > Nash Production 
52% wn 32, 000 : 
Rie ii at 31, 500 Unit Is Moved to 
0 
50% fo Si st Kenosha from Coast 
AMERICAN 30, 500 : 
49% " RESTAURANT Kenosna, Sept. 27—American 
48% ‘ 59, Ome Motors Co. discontinued auto as- 
: j MANAGEMENT 29,500 sembly at its plant at El Segundo, 
47% 29, 000 Cal., last week in a new move 
46% ’ toward reduction of costs by con- 
28, 500 wu AMERICAN centrating its automobile produc- 
45% 28, 000 aan: aad tion in Wisconsin. 
RESTAURANT The stop was announced at De- 
44% / P 
4 ° ~ tes tence troit by E. W. Bernitt, autemobile 
3% 27, 000 i Pp. i s- 
SOURCE: ABC JUNE AUDITS SOURCE: ABC JUNE AUDITS ata cana oh oe siecete aes 
1951 1952 1953 1954 1955 1951 1952 1953 1954 1955 the conclusion of the 1955 Rambler 


model run. 

American Motors has nearly 
completed additional assembly 
lines and manufacturing facilities 
at Kenosha, Wis., that will boost 
Rambler production by 60%. The 
new lines will begin turning out 
cars Oct. 1, Mr. Bernitt declared. 
He said total capacity of the 
company’s plants at Kenosha and 
Milwaukee has now been expanded 
to 1,800 Nash, Hudson and Rambler 
units a day. Hudson production 
was moved from Detroit to Wis- 
consin late last year. 


@ The El Segundo plant, which 
accounted for abdut 8% of the total 
American Motors car production, 
will be sold. The personnel office 
of the plant is now working with 
other personnel offices in the Los 
Angeles area to aid in placing the 
500 employes affected.by the clos- 
ing. 


Betty Jones Forms Agency 

Betty Jones, Chicago public re- 
lations counselor, has opened an 
advertising agency, the Jones 
Agency, at 32 W. Randolph St., 
Chicago. Sandra Faroe has been 
named an account executive. The 
new agency has been appointed to 
handle advertising for Gottfried 
Motors, Chicago Chrysler-Ply- 
mouth dealer, and Ralph Shutan, 
Chicago Mercury dealer. 
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National Nielsen Ranking of Radio Shows 
Two Weeks Ending Aug. 27, 1955 
All figures copyright by A. C. Nielsen Co. 
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Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (647) 
1 ey een WO) oe. 1,480 
2 Best of Groucho (DeSoto-Plymouth, NBC) o.oo. cccccccccccccssscevecvecsesvevsces 1,434 
3 People Are Fummy (Tomi, NBC) ........cccccccccccccccscsssecssssrecevsrssvseseveveenenees 1,434 
4 People Are Funny (Paper-Mate, NBC) oo... .occcccccccccecescoceceneesevesesveeee 1,202 
5 Treasury Agent (Participating, Mutual) ooo... cc cccccccccceeceseeeeeceseees 1,064 | 
6 Cavalcade of Sports (Gillette, NBC) oo.....ccccccccccccccccoccscecesseceserseesescenene 1,064 
7 Official Detective (Participating, Mutual) ..........c.ccccccccseceseceseseeesneveeee 1,017 
8 True Detective Mysteries (Participating, Mutual) .o........ccccccccccccescseeoes 1,017 
9 Godfrey's Scouts (CBS Columbia, CBS) ooo... cccccccccceccescececcenceececeseeneee 971 
10 Twe for the Meney (P. Lorillard, CBS) .o.........ccccccccccccessescecececeeseesceneeee 971 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (601) 
1 News of the Werld (Miles Labs., NBC) .o.........0cccccccccccccccccescesececsececeeeee 1,202 
2 Lowell Thomas (Delco Batteries, CBS) .0..........cccccccccscccscecscecseereeeescesceeeees 971 
3 Fibber McGee & Molly (Participating, NBC) .......c..cccccccsccsseseeseecsereveeen 925 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,202) | 
1 Perry Mason (Precter & Gamble, CBS) ooo... cccccccccecceecssesseeseecesesevenee 2,081 
2 Road of Life (Procter & Gamble, CBS) ..........cccccccccccccccecsscseeesseceessceeees 1,988 
3 Ma Perkins (Precter & Gamble, CBS) oo.......ccccccccccccccccccccccccceceeeeceseeeeeeeee 1,988 
4 Helen Trent (American Home Products, CBS) oo.....ccccccccccscsessecsceeeseeeee 1,988 
5 Guiding Light (Procter & Gamble, CBS) o..........ccccccccccccssccessceeeeneeseees 1,942 
6 Our Gal, Sunday (American Home Products, CBS) ...........ccccecccceeeeeee 1,942 
7 Helen Trent (General Foods, Toni, CBS) ...........ccccccccceesesseceeeeeeeeneceneeeeees 1,942 
8 This Is Nora Drake (Bristol-Myers, CBS) ..........cccccccccceccesceeeeeeseceneseeees 1,896 
9 TR OE Pe TT Hy MI ashe ddsen ne nacudcobasaty athe cunheincddhcchenmecsdtntbi 1,896 
10 Young Dr. Malone (Sleep-Eze, CBS) ..........cccccccceseeeecesssesseereeeeeseeeseeees 1,711 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (370) 
1 Adventures of Rin Tin Tin (National Biscuit, Mutual) .....................000006 925 
2 Woolworth Hour (F. W. Woolworth Co., CBS) o........cccccccccccccececeneeeeees 879 
3 Nick Carter (Harrison Products, Mutual) ...............ccccccccccccceceeeseeeeeeees 740 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (601) 
1 ee Ea eee Since 1,711 
2 Allan Jackson—News (Chevrolet, CBS, 1:25) .............cccccccccccececeseeeees 925 
3 Allan Jackson—News (Chevrolet, CBS, 12) ..........ccccccccccccsecceeereesseeeeee 879 


* Percentage of homes reached (‘‘Nielsen-Rating”) may be determined by comparing 
the total number of homes reached with 46,244,000, the 1955 Nielsen estimate of total 


U.S. radio homes. 


MCA-TV Promotes Four: 


Opens Tampa Office 
MCA-TV has promoted Dale 


Sheets to the new post of director | 


of regional sales for the western 
division, with headquarters in 
Beverly Hills. He has been assist- 
ant national sales manager for 
MCA-TV’s 
since its merger with United Tele- 
vision Programs in December, 
1954. In other changes, Neel K. 
Rubaloff has been named adminis- 
trative assistant to the v.p. in 
charge of sales; Robert P. Riley, 
formerly assistant to Mr. Rubaloff, 


is now in charge of producers rela- | 


tions, a new department, and Irv- 
ing Rosenberg has been named as- | 
sistant to Wynn Nathan, v.p. in 
charge of sales, and Mr. Rubaloff. 


syndication division | 


The company has also set up an 
office in Tampa, Fla., for servicing 
the South Atlantic states. Robert 
Montgomery, formerly with World 
Broadcasting System, will be in 
charge of the new office. 


N. Y. Adwomen Offer Panels 

Advertising Women of New 
York Inc. is offering to women’s 
clubs in the New York metropol- 
itan area an educational program 
of three one-hour panels on adver- | 
tising. 


‘Martin to Kenyon & Eckhardt 

Gerry Martin, formerly director 
of sales for DuMont Television | 
‘Network, has joined Kenyon & 
Eckhardt, New York, as an account 
executive. 


CITY IN. TH 
MIDWEST 


* 134,488 ABC CITY ZONE *441 


-ROCKFORD MORNING STAR 
Rockford Register-Republic 


<BRST TesT 


|222 ABC RETAIL TRADING ZONE. 


RematKabse 


At the Top in Illinois, Rock- 
ford continues to expand and 
grow. Contracts have been let 
for two multi-million dollar 
factories. Construction will 
soon begin on a new shopping 
center including a 2 million 
dollar Goldblatt Bros. Depart- 
ment Store, a new name in 
Rockford. The American Chicle | 
Company and The Goss Print- 
ing Press Company have both 
chosen Rockford for new man- 
ufacturing facilities. Housin 
construction continues to brea 
records. All of this added to an 
already prosperous city means 
a remarkable market for your 
roducts or services. The Rock- 
ord .Morning Star and Rock- 
ford Register-Republic give 
superior coverage in Rockford 
and surrounding areas of 
Illinois and Wisconsin. Let us 
send you full information. 


Sells For You ° 
All Year Long 


Because It’s 
Referred To 


All Year Long 


ee eno a 


More than 44,000 copies of the industry's 
statistical reference book will be used by 
your prime prospects in car and truck deal- 
erships and factories throughout the year. 


Service managers, parts managers, presidents 
or owners and factory executives refer to 
AUTOMOTIVE NEWS ALMANAC for 
the authoritative information they need — 
new product and new model data, statistics, 
charts, graphs, historical data plus a whole 


section for automotive engineers. And these 
are the readers who buy, sell, recommend, 
specify, your type of product or service. The 
Almanac Buyer’s Guide contains over 2,000 
company listings and covers personnel as 
well as products manufactured. 


Place your advertisement where it will speak 
for you all year long—in the Automotive 
News Almanac. 


Closing date, first forms, March 15, 1956 
Publishing date, April 30, 1956 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 


PENOBSCOT BUILDING 
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ae NEW YORK: Edvard Kesat, Advertsing Mer; Ray Biligham, Howard Bradley, 1. 2ndS 
REPRESENTATIVES: Z. 


DETROIT: R. L. Webber, Mich. Mer.; Wm. Maas, Roy Holihan, 2666 Penobscot Bldg, Woodward 
“CHICAGO: J. Goldstein, Western Mer , William H. Gallagher, 360 N. Michigan Ave, 


ss LOS ANGELES: RH. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
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Space Traveling 
Kids of 1975 Will 


Have Atomic Toys 


New York, Sept. 27—By 1975, 
the toy industry business, which 
will surpass $1 billion in sales this 
year, will be “tremendously unbe- 
lievable,” according to Horatio D. 
Clark, secretary of the Toy Man- 
ufacturers of the U.S.A. 

Mr. Clark made the prediction 
in advance of the two-day confer- 
ence of the Institute for Safer Liv- 
ing. 

Mr. Clark made no attempt to 
predict sales volume for 1975, but, 


he said, “developments and trends 


thing developed in the adult world 


foreshadow future business as tre-|is bound to be carried over into 


mendously unbelievable.” 

“Toys, games and puzzles for 
1975’s young Americans will un- 
doubtedly follow any adult trends 
in atomic and space items. 

“If the everyday life of 1975 
sees families being whisked 
through the solar systems at un- 
believable speeds, you can be cer- 
tain that their children will be ac- 
companied by a number of nuclear 
and space type toys, but at the 
same time the old standby toys 
which have proven popular in the 
past will still be found in the 
home,” he said. 

He said that “just about every- 


~ 


the world of toys and games” in- 
cluding safety in toys, which will 
be “predicated largely on safety 
moves developed within the adult 
economy.” 


Cellomatic to McHugh-Cather 

McHugh-Cather Advertising 
Agency, Beverly Hills, Cal., has 
been named to handle advertising 
for Cellomatic Sales Corp., Los 
Angeles. The company manufac- 
tures a replaceable cell automotive 
storage battery. Budget for the 
first year is set at $250,000, for 
use in trade and consumer media, 
including tv. 


18,747,440 PACKAGES OF CEREAL! 


Dole 


Mr. Cereal Manufacturer—just one package of your cereal sold each week 
to the radio homes in WGN's area would mean 18,747,440 packages 
sold in a month!* 


WGN reaches more homes than any other advertising medium in Chi- 
cago, and our Complete Market Saturation Plan has proven it can sell 
your products to these homes. 


Jobson Mosley 

GENTLEMAN FARMER—George E. Mosley, v.p. in charge of advertising 
and sales promotion, Seagram-Distillers Co., tries out a toy-size 
tractor presented to him at his 50th birthday celebration at the 


Hotel Plaza, New York, by more 


than 250 friends and advertising | 
associates. Encouragement and 
advice are tendered by Harry 
Dole, Life, and Frank Jobson,| 
Liquor Store Magazine publisher. | 
A full-size tractor was delivered | 
to Squire Mosley’s new country | 

home near Greenwich, Conn. 


Bank Advertisers Elect 


Glenn E. Carter, assistant v.p., | 
Bank of America, Los Angeles, has | 
been elected president of the| 
Southern California Bank Adver- 
tisers Assn. Other officers elected | | 
are C. J. Frandell, assistant v.p., | 
Security Trust & Savings Bank of | 


*Nielsen Coverage Service. 


Chi 11 
A Clear Channel Station ... tl 
Serving the Middle West 50,000 Watts 
720 
MBS On Your Dial 


Chicago Office: 441 N. Michigan Ave., Chicago 11 
Eastern Advertising Solicitation Office: 


220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston 


Representatives: Geo. P. Hollingbery Co. 


Los Angeles—411 W. 5th Street « New York—500 Sth Avenue « Atlanta—223 Peachtree Street 
Chicago—307 N. Michigan Avenue « 


San Francisco—625 Market Street 


SPECIAL NOTICE: WGN, Inc.’s New Telephone Is 


Michigan 2-7600 


San Diego, v.p.; and Jack Mono- | 
han, Citizens National Trust & 
Savings Bank of Los Angeles, sec- 
retary-treasurer. 


Klein Succeeds Quarles 


Walter B. Klein, eastern district 
sales representative for Electrical 
West, a McGraw-Hill publication, 
has been named to succeed the late 
W. W. Quarles as district manager 
for the New York territory of 
Power, also a McGraw-Hill pub- 
lication. Mr. Klein has been with 
the publishing company since 1945. 


Bender Joins ‘Glamour’ 

Peg Odlum Bender, formerly an 
account executive with Ellington 
& Co., has joined Glamour, New 
York, as executive editor. 
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Advertising Age, October 3, 1955 


Poliiz V.P. Enters 


Motive Research 


Arena fo Present Company's Views 


(Continued from Page 1) 
quired for the testing procedure. 

“4. In the development of ideas 
to be tested, the use of all possible 
techniques is admissible. Statistical 
techniques are in many cases use- 
ful in this searching stage. 

“5. Statistical techniques are be- 
ing developed that have application 
in learning theory. A theory of 
learning is important to manufac- 
turers and advertisers in that it 
makes it possible to minimize or 
maximize the intensities of exist- 
ing motives and to create new mo- 
tives.” 


e Mr. Frankel emphasized 
throughout his talk the many pos- 
sibilities inherent in a marketing 
situation and the need to use a 
wide variety of techniques to fer- 
ret out the factors which an ad- 
vertiser can control. 

“Some people in advertising and 
marketing,” he said, “have the 
mistaken impression that ‘motiva- 
tion research’ deals with only pro- 
jective techniques and depth in- 
terviews.” 

Actually, he said, these are only 
some of the techniques which may 
be used to unearth motives. And 
he added that “true motivation re- 
search” involves the testing of mo- 
tives once they have been un- 
earthed. 

Mr. Frankel presented several 
hypothetical case histories to show 
how statistical techniques can be 
useful in the “searching” stage of 
market research. He used one ex- 
ample to demonstrate how “or- 
dinary motivation research” — 
without testing of hypotheses— 
sometimes fails to provide a manu- 
facturer with an answer to his 
problem. 


s The problem he posed was that 
of a manufacturer of a non-caloric 
soft drink who wants to change 
the shape of the present bottle. He 
hires two independent consultants. 

“The first one,” Mr. Frankel re- 
lated, “comes up with the recom- 
mendation that the bottle should 
be made long and narrow, that 
when the present, somewhat wide, 
bottle is held in the hand, the tac- 
tile sensation is that of fatness, and 
this association tends to discour- 
age people who are on diets from 
using it. 

“The other consultant, after his 
investigation, has discovered that 
people who are on diets have inner 
guilt feelings about consuming 
large quantities of liquids. They 
also have a fear that other family 
members will discover the extent 
of their indulgence. 

“In the present bottle, when a 
few ounces are poured out or 
drunk from a straw, the level of 
the fluid in the bottle goes down 
very fast. In order to give the illu- 
sion that little of the liquid is 
consumed, this consultant recom- 
mends that a wider bottle be 
used.” 


ws Faced with these two conflict- 
ing proposals—both of which are 
“plausible’—“What is a manufac- 
turer to do?” asked Mr. Frankel. 
Answering himself, he said, “The 
only thing he can do is to subject 
both hypotheses to a statistical 
test. It may be that a large seg- 
ment of the population prefers the 
thin bottle, but still a larger seg- 
ment prefers the fat one.” 

And even after these tests, Mr. 
Frankel added, further tests may 
be needed. He pointed out, for ex- 
ample, that while a majority may 
prefer one type of bottle, this 
particular group may not be a 
large consumer of soft drinks, com- 
pared to the group which prefers 
the other type. 

Mr. Frankel said that statistical 
procedures can also be used “to 


discover some of the reasons why | 
people do things when the people | 
themselves do not know the rea-| 
sons why.” This situation occurs, 
he explained, because many com- 
peting brands tend to have the 
same attributes—“but have so in 
varying degrees.” 


w As an example, he offered two 
brands of a toilet soap. 

“Both have different types of 
odor,” he said. “Each may evoke a 
different but pleasant sensual re- 
sponse. In order to determine 
whether this difference is detect- 
able by the consuming public and 
whether this odor is a determinant 
in influencing sales, we have to go 
beyond mere questioning, even 
when questioning involves depth 
interviews and projective tech- 
niques. 

“The statistical procedure is to 
divide the population into four 
groups: (1) Present users of Brand 
A; (2) present users of Brand B; 
(3) former users of Brand A, and 
(4) former users of Brand B. 


ws “Among the first two groups we 
determine, by depth interviews or 
otherwise, the reasons for using 
the particular brand. Among the 
second two groups we determine 
the reasons for changing brands. 
When this is finished, a statistical 
comparison of the various reasons 
will tell us which are the ones 
which cause the consumers to 
change brands as well as the ones 
which have no influence.” 

Mr. Frankel explained that he 
gave these examples of the use of 
statistical techniques to show how 
they can be used to test different 
motives which have been un- 
earthed or hunches which have 
been posed. 

He emphasized, as Mr. Politz did 
two weeks ago, that the advertiser 
is not interested in the discovery of 
all the motivations of consumers. 
They are interested only in “those 
motives they can control,” he said. 


MRA‘s Demby Offers 


Motive Researchers 


a Code of Practice 


New York, Sept. 29—Emanuel 
Demby, v. p. of Motivation Re- 
search Associates, says the heart of 
the Politz-Dichter controversy on 
motivation research “is the whole 
question of the honesty of motiva- 
tion reseach and the validity of its 
findings.” 

In a statement to ADVERTISING 
AcE, Mr. Demby said: “It is in this 
area that Politz may be able to 
find ammunition for his charges 
of ‘fake’.” 

Mr. Demby, who worked with 
Dr. Ernest Dichter’s company for 
seven years, explained that Alfred 
Politz may be justified in criticiz- 
ing such practices as the follow- 
ing: 


= “When a motivation researcher 
turns in a report for an advertis- 
ing medium that is self-serving 
and for which substantiating data 
isn’t offered, he hurts motivation 
research. 

“When a motivation research re- 
port fails to supply the client with 
all of the research data, a copy of 
every depth interview, copies of 
interviewing schedules, tabulation 
of projective tests, plus copies of 
test responses, there is room for 
charges that the data may not nec- 
essarily be supporting the findings. 

“When a research report is writ- 
ten before all depth interviews and 
projective tests are in—as has hap- 
pened in a number of cases—be- 
fore the preliminary findings have 
been explored with the client (the 


word is ‘explored,’ not ‘given’), 


— 


Brady 


Meyer 


Rhodes 


Grimes 


NEW MEMBER—Discussing the decision by the Chicago Daily News to 

join the Milwaukee Journal’s “Consolidated Consumer Analysis 

Newspaper Group,” bringing the number of markets covered to 22, 

are J. R. Brady, Brady & Associates, Chicago market research com- 

pany, representing the Chicago Daily News; Newell Meyer, Milwau- 

kee Journal; Paul Grimes, Indianapolis Star, and Ray Rhodes, Mc- 
Clatchy Newspapers. 


then Politz can afford to make 
charges.” 


® On the positive side, Mr. Demby 
asserts that there is no longer any 
question about the value of socio- 
logical and _ psychological ap- 
proaches in uncovering data about 
consumer behavior—‘“This is a 
fact of modern life.” 

He adds that the value of moti- 
vation research is not merely in 
the findings but in the data gath- 
ered in the course of research. 

“Depth interviews are a gold 
mine of ideas for copywriters and 
plans executives,” he points out. 
“Researchers’ notes on projective 
test results can help the creative 
advertising executive in his work. 
Hypotheses proven wrong or al- 
tered in the course of research 
provide clues that are occasionally 
lost when the researcher ‘covers 
up’ wrong reasons.” 


® Mr. Demby suggests that moti- 
vation research be viewed “as a 
collaboration between the practi- 
tioner and the client, the research- 
er supplying insights and scientific 
deduction, the client the wealth of 
his experience and creativity.” 
And he proposes a code such as 
the following to safeguard the rep- 
utation of the motivation research 
field: 

“1. Copies of all research data, 
projective tests, depth interviews, 
etc., should accompany research 
reports. 

“2. Researchers should spend an 
‘orientation’ period within the 
client’s organization for a week or 
two prior to the start of the study. 

“3. Where motivation research 
is used for ‘presentation studies’ 
i.e., study of an adyertising me- 
dium, publication, etc.—data on 
which findings are based should 
be released along with report it- 
self. 

“4, Final research reports should 
be developed in association with 
the client’s advertising executives.” 


Orphan to Science Research 

Dennis Orphan has been named 
director of public relations of Sci- 
ence Research Associates, Chicago 
publisher of educational testing, 
reading-improvement and guid- 
ance materials. Mr. Orphan for- 
merly was an account executive 
with Mayer & O’Brien, Chicago 
public relations counsel. 


Sinclair to Rogers & Cowan 


Charles Sinclair has resigned as | 


a senior editor of Sponsor to be- 
come an account executive in 
charge of tv and motion picture 


Alcoa, Ekco Form 
Company to Make 
Aluminum Containers 


Cuicaco, Sept. 29—Aluminum 
foil containers for the baking, 
frozen food and dairy industries 
will be made by a company owned 
jointly by Ekco Products Co. and 
Aluminum Co. of America. 

The company will be called 
Ekco-Alcoa Containers Inc. and 
will be located in Wheeling, IIl., 
near Chicago. 


® John M. Mitchell, recently man- 
ager of Alcoa’s export division and 
commercial research division, has 
been elected president and general 
manager of the new company. 

The plant will cost about $5,000,- 
000 and employ approximately 100 
workers when it begins operations 
early next year. 


DeGarcy Names Gardner 

DeGarcy Inc., New York, manu- 
facturer of lingerie and robes, has 
appointed Ralph D. Gardner Ad- 
vertising, New York, to handle 
promotion for the 40th anniversary 
of the company’s DeGarcy, Lady 
Duff and Artsheen lines. Business 
publications and consumer adver- 
tising is planned. 


If you plan to buy... 
A MAJOR HOME APPLIANCE 
OR TELEVISION SET... 


Look for two things: & good name and « geod store 


And look out for statements or offers thet oromise too much 
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BETTER BUSINESS BUREAU 
of Philadeiphia, inc. 
CAVEAT TEMPTER—This page ad in 
the Philadelphia Bulletin is the 
first step in a program by the city’s 


tv and appliance manufacturers, | 
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‘Name Brands in 


Luggage Field Is 


Hartmann’s Goal 


(Continued from Page 1) 
etc. The public, they felt, should 
be made aware of the importance 
of luggage, and the standards and 
different qualities of products in 
the field. 


a The new Hartmann executives 
also were of the opinion that the 
luggage industry was staid, and 
that luggage made by all compa- 
nies looked too much alike. So a 
marketing committee of Hartmann 
executives designed a new line of 
luggage, which featured brighter 
colors and “contour curves.” Later, 
a full-time staff designer was hired 
and the Institute of Contemporary 
Design, Boston, was retained as 
counselors. 

The next move was to switch all 
advertising for both Hartmann and 
Wheary to MacManus, John & 
Adams, Bloomfield Hills, Mich. 
(AA, April 11). Hartmann ran 
page color ads in Life and Seven- 
teen in August. Henry Dorff, v.p. 
in charge of advertising, told AA 
that this was the first “back-to- 
school” promotion in the history 
of the luggage industry. 

Earle Ludgin & Co., Chicago, 
formerly handled Hartmann, while 
MacDonald-Cook, South Bend, was 
the agency for Wheary. 

Hartmann also introduced two 
types of merchandising display 
racks several months ago—the 
first time display racks were used 
by any “quality” luggage manu- 
facturer—according to Mr. Dorff. 
Several competing companies have 
since come out with display racks, 
he said. 


a Hartmann’s campaign this fall 
calls for four-color page insertions 
in The New Yorker and two-color 
page ads in Life. 

Color spreads for Wheary lug- 
gage will appear in October and 
December in Seventeen, plus a 
b&w page in Holiday in November. 
Institutional-type ads also may be 
run in Luggage & Leather Goods. 

Mr. Dorff told AA that Hart- 
mann’s and Wheary’s ad budget 
for this year will reach about 
$350,000. This is more than four 
times as large as the combined 
budgets of the two companies in 
1954, he said. Future ad budgets 
will increase in proportion to sales, 
he said. 

“Our biggest problem is produc- 
tion,” Mr. Dorff told AA. “So far 
this year, we have doubled our 
sales forecast. We already are sold 
out of the new Wheary line, and 
the new Hartmann lines are ex- 
pected to be sold out in the near 
future.” 

He estimated that the company 
would double production by next 
year. There is one new and 12 basic 
Wheary lines, and five new and 30 
basic Hartmann lines, he said. 
Wheary has 600 outlets, Hartmann, 
450, Mr. Dorff said. 

Although the company has no 
fair trade policy, a minimum retail 
price has been set for all Hartmann 
and Wheary products, Mr. Dorff 
pointed out. 

“It is impossible to buy our lug- 
gage from wholesalers or discount 
houses and we do not have a cata- 
log,” he said. “We think we have 
the finest luggage on the market 
and we will not permit our lug- 
gage to be sold at cut-rate prices. 
Our company has a strict policy on 
prices and our retailers follow this 
policy to the letter.” 


distributors and dealers to wipe Mayon Appoints Brennan 


out bait advertising. The group has | 
banded together as an advisory | formerly with Kudner 


Thomas F. (Doc) Brennan, 


Agency, 


public relations at Rogers & Cow- | committee to the Better Business | pas joined Maxon Inc., New York, 


an, New York. 


Bureau. 


as copy chief. 
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Near or far, distance is no barrier when 
leading advertisers and agencies want the very finest 
in typography. Wherever they are, they turn to Monsen. 

Why not you, too? Our specialized mail service brings you 
practically next door, without a penny extra cost. Monsen pays 
the postage both ways—anywhere. Our Typography-By-Mail kit 
makes it as easy to order as using the phone. Send for yours today 
and see for yourself. No obligation, of course. 


MONSEN-CHICAGO 11, 22 East Illinois Street 
MONSEN-LOS ANGELES 15. 928 South Figueroa Street 
MONSEN-WASHINGTON 1, D.C., 509 F Street, N.W. 


Qantas Airlines (Without a U) 
Offers Plane-Namers a Kangaroo 


(Continued from Page 3) 
consumer readers. 

Reports from the East have it 
that The New Yorker was com- 
pletely booked on space for the 
rest of this year when Brisacher, 
Wheeler’s series of three Qantas 
ads arrived. 

But the copy and the illustrations 
so tickled the magazine’s adver- 
tising staff that some quick jug- 
gling was done and space was 
found for all three ads. . 


® Background leading up to the 
actual campaign is almost as inter- 
esting as the ads themselves. 

Brisacher, Wheeler & Staff has 
had the Qantas account now for 
two years, during which time the 
entire organization has devoted 
itself to bringing the Australian 
carrier to the attention of travel 
agents, inter-connecting airlines 
and the traveling public. 

Although Qantas planes fly over 
routes on five continents, the 
agency’s problem in promotion has 


been complicated by the fact that 


ferson and Orange counties. 


40,000 population released six months ago. 


ers have a choice of seven TV channels. 


Mr. Sindlinger and the Big 6th 


Findings on a sixth market are now available in the continuing 
study and evaluation of the Theatre Screen Advertising medium 
by Sindlinger & Company, Inc., Business Analysts. 


Number Six is a self-contained metropolitan market of over 
272,000 population made up of the cities of Beaumont, Port 
Arthur and Orange, Texas, and all smaller communities in Jef- 


The study supplements an original report on five cities of under 


Market Number Six has been in a primary television area for . 
over six years—set ownership approaches saturation and view- 


Sindlinger field men conducted 4,368 personal interviews to 


determine the following: 


1. Characteristics of the theatre audience (by age, sex, educa- 


tion, TV set ownership, etc.). 
2. Frequency of theatre attendance. 


Advertising. 


theatre audience. 


3. The cumulative audience built up by Theatre Screen 


4. The impact of Theatre Screen Advertising on the adult 


With 22 theatres regularly showing screen advertising, movie 
audience characteristics were reported in three separate cate- 


the only American terminal is at 
San Francisco, and the sole Cana- 
dian stop is at Vancouver, B.C. 


a “When we learned that TWA 
was about to use the same Super 
Constellations that Qantas flies,” 
explains Mr. Purdom, “and was 
planning a major advertising cam- 
paign to promote the new plane as 
the Super-G Constellation, we 
thought we saw a fine opportunity 
for Qantas.” 

Agency executives, however, 
were determined not to run the 
typical, prosaic me-too “Congratu- 
lations to TWA for standardizing 
on the same fine Super Constella- 
tions Qantas flies” kind of a cam- 
paign. 

Howard Gossage, Qantas account 
executive with Brisacher, Wheeler, 
came up with the idea for a hu- 
morous contest, aimed at travel 
agents in their own publications. 

“Ideas for the prizes were soon 
flooding in,” Mr. Purdom declares, 
“and in no time at all the cam- 
paign was under way, with Mr. 
Gossage writing copy and master- 
minding a million and one of his 
own ideas and suggestions from 
others in the agency and from 
Qantas people all the way down to 


‘airline headquarters in Australia.” 
j 


| gs The first consumer ad, an adap- 
tation of the trade ads, appeared 
as a full page in The New Yorker 
'on Sept. 3, urging readers to “Be 
the First One in Your Block to Win 
a Kangaroo” for offering Qantas “‘a 
name of our own, neat, evocative, 
alluring, a name calculated to send 
hordes of tourists to their Travel 


Agents...” 
This issue of the magazine 
reached subscribers and news- 


stands the Friday before Labor 
Day. Yet, on the Tuesday morning 
after Labor Day, several hundred 
contest entries had been received 
in San Francisco, including a letter 
from the wife of TWA’s chairman 
of the board. — 

“Our job in the agency,” Mr. 
Gossage explained, “was to prove 
to U. S. and Canadian travel 
agents, other airlines and the pub- 


lic, that there IS a Qantas airline, | 
that it provides almost unparalleled' # An added zestful touch to the 
flying luxury on Super Constella- campaign has risen out of the 3rd 


ter 
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All this and didjireedoo! 


mt om their entries. This is 
DO YOU UNDER 


“ he 
aheoduter warning DO Y 
STAND’ MAIL THIS COUPON TODAY! 


j— 


meet Ae pmimasted before mudmgh: Oxteme: | > 


QANTAS Q(U)AINT Q(U)INSTRUMENT— 

This ad features one of the prizes 

being offered in the Qantas con- 

test—or qontest—a _ didjireedoo, 

which the airline says is probably 

the oldest musical instrument in 
the world. 


tions and that it regularly serves 
travelers to five continents.” 


a “This thing is almost bigger than 
Qantas,” declares an awed George 
Turner, West Coast manager for 
the airline. 

“It’s succeeding beyond our 
wildest dreams...not just in the 
number or the quality of the re- 
turns, but also in the remarkable 
amount of admiring word-of- 
mouth praise. The entries and the 
comment are coming from the very 
kind of people with whom we can 
do business. 

“For example,’ Mr. Turner con- 
tinued, “yesterday the former 
president of a large domestic 
American airline wrote us that, 
‘This is the finest airline adver- 
tising for the purpose that I have 
ever seen. Did an advertising 
agency create it...and if so, 
which one?’ ” 

“All of us here at Qantas are so 
pleased with the results that we 
plan now to award not just one 
kangaroo, but two. However, these 
kangaroos will have to come to the 
U.S. on another airline. Because 
Qantas flies only people...not 
kangaroos.” 


LITHOGRAPHED FULL COLOR © 


SANTA CLAUS CUTOUTS 


Sturdily mounted with easel back — 


gories: 5 

1. First-run downtown theatres | SAMPLES a 

2. Neighborhood and subsequent-run theatres | 59” . . . . $6.00 pe 

3. Drive-in theatres | ae m 

Findings in this big-market.survey follow the same pattern | 36" . « « - 400 > 

revealed in the original study of the five smaller markets. For a a 2 

> example: in Beaumont-Port Arthur-Orange, a screen adver- | — 3 i 

tiser accumulates an audience of 90.3 per cent of the total movie | ge Ti, < 

ae potential during a year. | eran ee wy 

ie = 

For your free copy of this new 23-page report, “Market Study No. 6,” | i 

: write the Sales Promotion Dept., Alexander Film Co., Colorado Springs. | : 3 

a | write for “ 

¥ | quantity wi 
| prices 


Sindlinger & Company’s con- 
tinuing study and analysis of the 
Movie Ad medium is made for 
the Association of Theatre Screen 
Advertising Companies. 


——— ee 
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Cc cebtadinah al LITHOGRAPHERS, INC. 
21 South Ninth St. 
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Colorado Springs 
In Canada: Audio Pictures Ltd. | | 
310 Lakeshore Road, Toronto | SO 
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through the 28th prizes in the 
contest, which are Qantas Old 
School Ties which ad copy de- 
scribes as “extremely attractive 
and have a lot of snob value.” 

Mr. Gossage, the account exec- 
utive who devised and ran the 
campaign, reports that there have 
been rumors reaching him that 
some of The New Yorker readers 
believe there is no such thing as a 
Qantas tie. 

“From the highest executive 
levels at Qantas headquarters in 
Sydney,” Mr. Gossage indignantly 
declares, “this canard has been 
hotly refuted and exposed. 

“For years there has been a 
Qantas Old School Tie...a proud 
neckpiece, resplendent with the 
Qantas flying kangaroo trademark, 
worn by many of the elite, and, 
as the contest copy explains, rich 
in snob value.” 

Mr. Gossage is now enroute 
home from Sydney by way of Lon- 
don on one of Qantas’ luxurious 
Super Constellations. 

While in Australia he is known 
to have inspected suitable kanga- 


roos for major award winners, 
visited the Koala bear stuffing 
factories, held jam sessions with 
didjireedoo players, and obtained 
complete instructions for the op- 
eration and oiling of boomerangs. 


Morey, Humm Adds Two 

The Bermuda Shop, New York, 
women’s sportswear retailer, has 
appointed Morey, Humm & John- 
stone, New York, to handle its 
magazine and newspaper advertis- 
ing. J. M. Mathes Inc. previously 
handled the account. Morey, Humm 
also has been appointed to handle 
national and newspaper advertis- 
ing for Hammacher, Schlemmer, 
New York variety store. 


Western Empire Adds Office 

A new sales office at Los An- 
geles has been opened at 1006 N. 
Orange Grove Ave., Hollywood, 
by Western Empire Direct Adver- 
tising Co., San Francisco. The new 
office will be managed by W. Don- 
ald Dunkle, whe previously op- 
erated his own agency in South 
Bend, Ind., Chicago and New York. 


To reach 

the growing heart 
of the Canadian 
market...164,000 
best-customer 


More and more 
Canadians 
are enjoying 
upper incomes 


¢ More and more factories— 
more and more better homes are 
going up in Canadiancities, More 
and more men have big-time jobs 
and the income to keep the larder 
well stocked, 


These men can afford more of 
everything, for their businesses 
and their homes. By offering it in 
the Canadian Edition of TIME, 
you reach them mosteffectively — 
through the publication they vote 
their first-choice magazine. 


Newsprint Black 
Market Slackens, 


Consumption Rises | 


(Continued from Page 3) 
at year’s end, possibly about $5 a 
ton, but mill representatives re- 
main non-committal. 

Despite the record-breaking con- 
sumption of newsprint during the | 
first eight months of 1955, which 
totaled an estimated 4,289,720 tons, 
or 292,923 tons more than for the 
comparable period a year ago, pro- 
duction is running ahead of con- 
sumption by nearly 800,000 tons. 
The fly-in-the-ointment, however, 
is that shipments by both Canadian 
and U. S. mills almost match pro- 
duction tonnage. For example, 
North American production for the 
first eight months was 5,082,880 
tons and shipments were 5,082,130 
tons, leaving a backlog of only 750 
tons. 


e As reported elsewhere in this is- 
sue (Page 17), total newspaper ad- 
vertising is expected to register an 
11% gain this year over 1954. This 
will represent a greater linage in- 
crease in one year than in the last 
five years combined. 

Cranston Williams, general man- 
ager of the American Newspaper 
Publishers Assn., told the annual 
meeting of the newspaper control- 
lers finance officers here this week 
that newsprint costs have gone up 
104.8% since 1945. 

North American manufacturers’ | 
stocks on Aug. 31 aggregated 131,- | 
944 tons compared with 129,161 
tons on the last day of the preced- 
ing month and 167,631 tons at the 
end of August, 1954. 

Newsprint Service Bureau re- 
ports that inventories were lower 
than a year ago by 284 tons held 
by U. S. mills and 35,403 tons held 
by Canadian mills. 


a ANPA reports that North Amer- 
ican production of newsprint for 
the first eight months of '55 was 
exactly the same as newsprint con- 
sumption for the same period by 
daily newspapers reporting to the 
association. 

Stocks on hand and in transit at 
the end of August were 39 days, 
compared with 49 days at the end 
of August ’54 for the average of 
all daily papers reporting to ANPA. 

A significant factor in any ap- 
praisal of the current newsprint 
situation, market authorities point 
out, is the rise in the consumption 
of newsprint in Latin American, 
European and Asiatic markets. 

The Toronto Financial Post 
points out that “on a world basis, 
newsprint consumption has risen 
an average of 540,000 tons a year 
in the period 1947-54. Even in the 
period 1950-54, when U. S. con- 
sumption rose an average of only 
50,000 tons a year, annual world 
increase was 460,000 tons.” 

It also notes that the British are 
looking for an additional 100,000 
tons a year, Finland, 140,000 tons, 
Sweden about 100,000 tons, Yugo- 
slavia and the Netherlands about 
22,000 tons each, New Zealand, 83,- 
C00 tons and Mexico 33,000 tons. 


‘$64,000 Question’ Winner | 
Stars on Radio, TV Series 

Mrs. Catherine Kreitzer, whose | 
knowledge of the Bible won her, 
$32,000 on “The $64,000 Question” 
(CBS-TV), has become a star on 
her own radio and tv program. Un- 
der the guidance of Monumental 
Films and ERB Productions, both 
of Baltimore, Mrs. Kreitzer is pre- 
paring a series of tv films and 


radio transcriptions. The programs, 
titled “The Bible and Mrs. Kreit-| 
zer,” are each five minutes in) 
length and feature Mrs. Kreitzer 
‘reading her favorite passages from | 
the Bible. | 

Monumental Films is syndicating | 
the series to tv and radio stations 
throughout the country. 
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FULL NBC PROGRAMMING 


WKNB-TV becomes the first Conn- 
ecticut station to carry the entire star- 
studded lineup of NBC shows. 


LOCAL RECOGNITION 


WKNB-TV is recognized as the “lead- 
ership station” in community participa- 
tion and local programming . . . Civic 
movements, charity drives, public ap- ! 
peals. They turn first to WKNB-TV es 

. . 12,000 pledges and $160,000 raised 
in 16-hour Telethon Spectacular for 
Flood Relief (August, 1955) . . . More 
than 40 women’s clubs on the air every 
month . . . 90,000 visitors to our new 
studios in the first year .. . The most 
live shows .. . local news, local pro- 
grams, local civic service .. . Highest 
local advertiser acceptance daytime and 
nighttime. 


CONCENTRATED COVERAGE ~ 


WKNB-TV reaches more than 320,000 
families . . . situated in heart of New fy 
Britain-Hartford market, 31st biggest yo 
and 3rd richest in the U.S, 


Studios and Offices: 
WEST HARTFORD 10, CONNECTICUT 


Represented Notionolly by The Bolling Company 


a pe. s+ tesa ) | ee oa ss aL ih ie 2 ra Frees ia, Eek» flat es SR Ce Ig ee We hey es Se fa 2 ae shee Pe eae Yi ane re oat i oR hoe ts . 
eee = 1s 
. hl 
be be 
cs 
v3 3 
| aS 5 
eee z 
| ie » 
| mm ° 4 
| -1is now Basic © 
| : 2 , | 
+ | ae 
ohe- | : 
eux “Ay fF Glee 
LI > \ ® tee rat 
~ 7 + oe | tae : 
le ~ | es 
j * EB 
j a ‘ 
ie eas ; ‘ 
% fot Pe 1 : 
5 aby a e 
i 
; pe “ a 
{ | " * 
| Blown "’ i : oe 
ee, | a3 
£ : y, ; | 
Tea, TIME | {i ##£ J 
Wh families ‘ es 
12 P 
3 i 
, R 4 
i he : 
Thee \\ “Wy “a 
aN om” : /f- a. ; * ‘ 
- AS ; 
; ~ ” > 
a > j 4 
) | pe —“(t;sststésSS 
« : ; 
| og " a 5 bie 
| a) ' \@ R i ; 
" . * oe ae 
Sh) | a 4 
Al e 
n XY ie oF gee ” 
ss *e ; on * i sss ate 
| (FA : 3 
| ae WKNB-TV channel 30 
— , 
> ew, a ce] WKNS 
ss) ey 7 
ez U) oe, : — oF 
a sy ; 
Im PY 
| | (e ee 
Baten RM EN Goa ORIN RRS ORE oe) alge een aang) kno’ ng ied 5 Sree 1 9 We ee Noa eet ie by eReR aE gC ees Bs he es a 


see’ 6 | Lanne 


Si 


— 


Johnson 


Fox 


Hearst Morency 


Hearst Reps Given Air View of 
New York by ‘Journal-American’ 


New York, Sept. 27—“Know 
what you’re selling” is a sales- 
man’s axiom and the New York 
Journal-American gave it impres- 
sive support this week. 

The Journal-American played 
host yesterday and today to 22 of 
its representatives from 10 cities. 
They joined with 37 members of 
the New York staff in a whirlwind 
meeting designed to brief them on 
the newspaper and market they 
are selling. 

The reps got the full treatment. 
They rode the subways, toured the 
J-A plant, took a sightseeing bus, 
went on early morning commuter 
trains, saw how long it took a cab 
to cross town and—as a grand 
climax—went up on a TWA Con- 
stellation for a two-hour bird’s eye 
view of what was optimistically 
called “Journal-American Land.” 


® Interlarded with these trips were 
business sessions at which top J-A 
executives, editorial and advertis- 
ing, filled in the reps on different 
phases of the newspaper’s opera- 
tion. The major presentation on the 
New York market and selling the 
J-A was given by Charles Gould, 
advertising director. 

Mr. Gould won the plaudits of 
the group for an admirable run- 
ning commentary on the New York 
scene, given from the control room 
of the touring TWA plane. 

The reps met William Randolph 
Hearst Jr. and other Hearst lumi- 
naries at a Stork Club party on 
Monday night. Seymour Berkson, 
new publisher of the J-A, had the 
group for cocktails at “21” last 
night. 

The J-A said it was the first 
sales meeting it has ever held for 
its national representatives. 


a The reps also heard a pessimistic 
prognostication for business based 
on President Eisenhower’s heart 
attack. 

Joseph Eckhouse, executive head 
of Gimbel Bros., said today that 
advertising volume may be cur- 
tailed as a result of the heart at- 
tack. 

The retail store executive said 
that before the President’s illness 
Gimbel’s had been looking forward 
to its “greatest holiday season in 
history.” Now, however, the situa- 
tion has changed. 

Mr. Eckhouse said there is a 
feeling of “great uncertainty” and 
he would have to be “very modest” 
about making estimates of “adver- 
tising opportunities” and future 
sales. 

Such estimates, he added, would 
have to wait “until the smoke 
clears” and business regains its 
confidence. 


8 Mr. Eckhouse, in one of his rare 


speaking appearances, sketched 
generally the scale of Gimbel’s ad- 
vertising program in New York 
City newspapers. He reported: 

1. Between 1946 and 1954, the 
giant department store doubled its 
ad linage in the J-A. 

2. In 1954, Gimbel’s ran 430,000 
lines in the J-A and this year its 
schedule in the Hearst daily is 
running at 600,000 lines annually. 

3. In 1946, the J-A got 7.7% of 
Gimbel’s ad linage; in 1954, it got 
10.6%, and this year it is getting 
13.6%. 

Extrapolation therefore shows 
that Gimbel’s is currently placing 
some 4,400,000 lines annually in 
New York’s seven papers. 


@ Mr. Eckhouse said that one great 
factor facing all New York news- 
papers is “the dominance of the 
Times” in retail advertising. He re- 
ported that a “minimum of 25%” of 
ad linage in the Sunday Times “is 
now vendor-guided.” He said the 
figure may actually be as high as 
40%. 

Outlining the great shift to the 
suburbs in this area, Mr. Eckhouse 
warned that if metropolitan dailies 
want to keep or extend their ad- 
vertising linage, they would do 
well to follow this trend by pro- 
viding “better coverage” of subur- 
ban areas. In this respect, he said 
the New York Daily News has 
done the best job. He said he be- 
lieves the News now publishes 11 
neighborhood sections. 


Smoking Reported 


on Increase Again 


WASHINGTON, Sept. 29—The De- 
partment of Agriculture reported 
today that smoking increased dur- 
ing 1955, and that there are signs 
that the “main impact” of the lung 
cancer controversy has passed. 

Over-all tobacco consumption 
increased slightly this year, the 
department’s “Tobacco Situation” 
report said. While the total is still 
4%% below 1953 and 1954, the 
report said the increase in cigaret 
smoking is likely to continue next 
year. 

It said Americans 15 years of 
age and over will smoke an aver- 
age of nearly 10 lbs. of tobacco in 
cigarets in 1955. This would repre- 
sent an increase of 1.2% over last 
year, but 4.8% short of the 1953 
record high. 


Schering Names Straayer 
Schering Corp., Bloomfield, N. J., 
has promoted George C. Straayer 
to director of public relations, a 
new post. With the company since 
1939, Mr. Straayer, a veteran phar- 
macist, was formerly director of 
trade relations and sales training. 


Berkson 


MEETING THE BOSS—Thumb in pocket, William Randolph Hearst Jr. meets Journal- 
American representatives at the Stork Club. He is talking with Joseph N. Morency, 
manager of the Chicago office of Hearst Advertising Service, while Frank Johnson of 
the New York office and Roland Fox, manager of the Baltimore office, look on. Joseph 
Eckhouse, executive head of Gimbel Bros., talks to representatives during meeting at 
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Dunn Kennedy Glenn 


Waldorf-Astoria. Flanking him are Seymour Berkson, publisher of the Journal-Ameri- 
can, and John K. Herbert, publisher of The American Weekly. Aboard the TWA Con- 
stellation during the cruise over the New York area, Hostess Betty Kennedy locates 
landmark for Kurt Brink, national ad manager of the Journal-American; Henry 
Bradley, Philadelphia office; Frank Dunn, Boston, and Earl Glenn, Philadelphia. 


Herbert Stone, 84, 
Head of Yachting 
Publishing Co., Dies 


New York, Sept. 29—Herbert L. 
Stone, 84, publisher and former 
editor of Yachting, and president 
of Yachting Publishing Co., died 
yesterday in Doctors Hospital after 
a brief illness. Born here, he at- 
tended private schools and became 
a sailor instead of going to college. 
He served as an able-bodied sea- 
man on various sailing vessels in 
the Atlantic and Caribbean for 
several years. Later he worked as 
an assistant paymaster for the New 
York Central Railroad, and sold 
articles and short stories about the 
sea to various magazines. Shortly 
after Yachting was founded in 
1907, Mr. Stone became its editor 
and served in that capacity until 
1952. In 1938, he reorganized 
Yachting Publishing Co. and be- 
came its president. 


CHARLES M. WEAGANT 
PORTLAND, ORE., Sept. 27— 
Charles M. Weagant, 49, radio en- 
gineer and designer and owner of 
radio station KHFS, Vancouver, 
Wash., died Sept. 16 after a long 
illness. He had been confined to a 
wheelchair for a number of years 
after developing arthritis. KHFS, a 
1,000-watt station, opened in July, 
1954, and was described by the 
National Assn. of Radio and Tele- 
vision Broadcasters as the only 
high fidelity am broadcasting sta- 
tion in the nation. With his son 
Ralph, Mr. Weagant designed and 
built all the equipment for the 
station over a period of five years, 
and he directed installation of the 
equipment by telephone. 


LEE RICKARD 


ANpbERSON, S.C., Sept. 28—Lee 
Rickard, 58, former president of 
the Carolinas Advertising Execu- 
tives Assn., died Sept. 21 of a heart 
attack. Mr. Rickard, a nephew of 
the late Tex Rickard, internation- 
ally known boxing promoter and 
one-time head of the Madison 
Square Garden Corp., New York, 
had been ill several months and 
was in semi-retirement. He had 
been associated with the advertis- 
ing department of the Independent 
Publishing Co. here, publish- 
er of the Anderson Independent 
and Anderson Daily Mail, since 
1931. Earlier, he had lived in Hol- 
lywood where he served as press 
agent for a number of movie stars. 


WILLIAM A. LYNCH 

New York, Sept. 27—William A. 
Lynch, 71, retired account execu- 
tive, formerly associated with the 
Hudson Advertising Co. and the 
Metropolitan Advertising Co., died 
yesterday at his home in Yonkers, 
N.Y. Born here, Mr. Lynch was 
graduated from New York College 
of Pharmacy and was a pharmacist 


for several years before entering 
the advertising business with Met- 
ropolitan Advertising Co. He was 
with that concern for more than 20 
years. Later he joined Hudson Ad- 
vertising Co. He retired seven 
years ago. 


ANDREW J. SHOEMAKER 


Covincton, Ky., Sept. 27—An- 
drew J. Shoemaker, 73, veteran ad- 
vertising executive, died here Aug. 
31. For the last nine years, Mr. 
Shoemaker was advertising man- 
ager of The Messenger, official 
newspaper of the Diocese of Cov- 
ington. Prior to that he founded 
Seed Trade News, weekly news- 
paper of the seed industry. He also 
was publisher of The Chronicle, 
a Cincinnati labor paper. He had 
been in the advertising field for 
45 years. 


Grey Picks Up 
Calvert Account, 
Drops Schenley 


(Continued from Page 1) 


eral agencies two weeks ago (AA, 
Sept. 19). At that time, it was not 
known that Grey was interested in 
the Calvert account. 

According to one trade source, 
however, Grey had made a deep 
impression on Calvert executives as 
long as four months ago, and had 
the Calvert account practically 
sewed up before the pitching ses- 
sion got under way at the Park 
Lane about three weeks ago. 

On the other hand, Schenley 
officials were reportedly surprised 
to learn that Grey was making a 
bid for the Calvert business. 


a Grey’s Schenley business is esti- 
mated to have billed about $1,400,- 
000. It is understood that Grey’s 
share of the Calvert account will 
bill about $3,000,000. 

Last year Calvert is believed to 
have spent about $7,000,000 over- 
all in newspapers, magazines, out- 
door and point of sale advertising. 
Trade sources estimate this year’s 
expenditures will run $1,000,000 to 
$2,000,000 over ’54’s total. 

With this agency switch by Cal- 
vert, there are many in the liquor 
trade here who believe that agency 
switches by other Joseph E. Sea- 
gram & Sons subsidiaries, notably 
Frankfort Distilleries Inc. and the 
House of Seagram, are likely in 
the near future. 


Frank Blade Joins Lawrence 

Frank R. Blade has joined Dan 
Lawrence Co., San Diego, as di- 
rector of retail advertising. He 
was formerly with Sears, Roebuck 
& Co., Los Angeles group, where 
he served as advertising manager 
for more than 21 years. 


Nathanson Names 
New Toni Shop— 
North Advertising 


(Continued from, Page 1) 
cago management consultant, will 
be treasurer, and Robert Hoya will 
head the accounting department. 

George Gruenwald, former Toni 
brand and advertising manager, 
will head up the Deep Magic, To- 
nette and curler creative group, 
with James Mackin account exec. 
for this group, Bennett Cooper ac- 
count exec. for Toni and Tip-Toni 
and Richard Sachse account exec. 
for Prom and Silver Curl. 

Roger Moran—with Young & 
Rubicam for five years as tv writ- 
er, director and producer—will be 
creative director, with Jack Mc- 


C. H. Nathan 


Bruce Dodge 


Cord in charge of radio and tele- 
vision administration. 

Bernard D. Lee, former drug, 
toiletries and appliances sales pro- 
motion and merchandising manag- 
er of Look, will be merchandising 
manager. 

In New York: Under Mr. Dodge’s 
direction, Frank Higgins will head 
production. Mary Myers and John 
Rundall will be production super- 
visors. 

In Los Angeles: Walter N. Hiller 
Jr. heads the office, and Maxine 
Anderson will be production chief. 
Mr. Hiller was radio-tvy manager 
of Toni Co. for five years, and has 
been with Mr. Nathanson at Weiss 
& Geller for the past years. 


® Mr. Nathanson himself, now 41 
years old, was advertising director 
of Toni Co. for five years before 
going to Weiss & Geller in 1952 
along with its first piece of Toni 
business. He became a v.p. in 
charge of the account. 

Then four weeks ago he an- 
nounced his plans to set up a new 
agency with Weiss & Geller’s share 
of Toni as its first account. A week 
later the still-unformed agency 
took the Prom group of products 
from Leo Burnett Co. in another 
Toni shuffle (AA, Sept. 12). 

Mr. Nathan, before going with 
Biow two years ago as v.p. on the 
Philip Morris account, spent 17 
years with Lord & Thomas and 
Foote, Cone & Belding. Most of his 
work was done on the American 
Tobacco Co. and Toni accounts. 
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Court Turns Down FTC Request for 
Injunction Against Farm Journal Inc. 


(Continued from Page 1) 
both, for substantially the same 
amounts. 

Farm Journal Inc. also agreed 
to become a paper customer of the 
New York & Pennsylvania Co., a 
Curtis subsidiary, for about 3,- 
500 tons annually. This contract is 
for five years and has a five-year 
renewal clause. 

In its petition, the FTC had 
asked the court to enjoin Farm 
Journal Inc. from converting Bet- 
ter Farming (or Country Gentle- 
man) subscriptions into subscrip- 
tions for its own magazine. The 
FTC also asked the nation’s sec- 
ond highest court to stop Farm 
Journal from mailing copies of its 
combined Farm Journal-Country 
Gentleman to former Better Farm- 
ing subscribers, and to enjoin it 
from “commingling” any assets it 
acquired from Curtis Publishing 
Co. 


a In the petition to the circuit 
court, FTC attorneys also sought to 
enjoin Farm Journal from even us- 
ing the Better Farming or Country 
Gentleman name. 

A study of the petition (filed 
quietly a week ago) indicates that 
the FTC feels the court has juris- 
diction (a district court several 
weeks ago reportedly told the 
commission it had no jurisdiction) 
and that if an injunction is not 
granted at once it would be “im- 
possible to sever or segregate” at 
a later date any assets received by 
Farm Journal from Curtis. 

The government petition also 
claimed that some 795,000 former 
Better Farming subscribers have 
not been getting any satisfaction 
from their subscriptions because 
they have not responded to in- 
quiries by Farm Journal about 
whether they want Farm Journal 
or Town Journal. 

According to ABC regulations, 
Farm Journal must make such in- 
quiries and within three months 
if no selection is made, it must add 
the unanswered subscriptions to 
the combined publication. 

The commission also complained 
it feared that before it can give the 
case a full hearing many Better 
Farming subscriptions will have 
expired, thus more or less pre-de- 
ciding the case for Farm Journal. 


a The FTC originally complained 
that the acquisition of the sub- 
scription lists and right to the 
Better Farming and Country Gen- 
tleman names by Farm Journal 
Inc. was a violation of the Clayton 
Act, sections 7 and 11, because it 
eliminated Farm Journal’s only 
competitor (AA, July 18). Farm 
Journal’s response denied the 
charges vigorously, claiming it 
was not a merger as such and that 
there were ample farm magazines 
in the field to provide substantial 
competition (AA, Aug. 29). 

George Brodhead, attorney for 
Farm Journal, in verbal argument, 
pointed out that his client did not 
buy Curtis stock, but merely ac- 
quired Better Farming circulation 
lists. (Curtis sold its Canadian cir- 
culation lists to Country Guide) 
and that Curtis gave them the right 
to use the names. 


® Any subscriber to Better Farm- 
ing, he stressed, could have gotten 
back his subscription money and 
still may. He explained that Farm 
Journal and Curtis had agreed to 
share such refunds up to $100,000 
and Farm Journal would assume 
all liabilities for any sum over 
that, intimating that Curtis sub- 
scribers have been protected. To 
date only 251 refund requests have 
been received, AA learned. 

In addition, advertisers are be- 
ing given bonus circulation until 
next February and are making ad- 
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vance plans for advertising in 
Farm Journal-Country Gentleman 
and enlarged Town Journal. Any 
injunction, he stated, would be 
detrimental to advertisers, readers 
and “to the public interest.” 

In closing arguments Mr. Brod- 
head claimed the circuit court ac- 
tually had no jurisdiction in the 
case. 

He declared that an injunction 
has never been granted in any such 
case before a commission has made 
its recommendation or decision. 


ws Robert E. MacNeal, president of 
Curtis, in an affidavit filed in sup- 
port of Farm Journal Ine., de- 
clared that if an injunction is 
granted Curtis would have to in- 
form all Better Farming subscrib- 
ers, at a cost of $100,000, that they 
would receive no magazines, and 
also refund subscription balances. 

He claimed also that Curtis 
would be deprived “of the benefits 
of its right to receive 15% of Farm 
Journal’s revenue from advertising 
in excess of the agate line base” 
(450,000 lines), as provided for in 
an agreement signed June 6 be- 
tween Curtis and Farm Journal. 
The excess, it was revealed for the 
first time, is predicated on the in- 
creased linage and circulation of 
Farm Journal reasonably to be ex- 
pected as a result of the agree- 
ment. 

An injunction, Mr. MacNeal 
added, will deprive Better Farm- 
ing readers of any farm magazine 
because the Curtis book is defi- 
nitely dead and the staff dis- 
banded. The Curtis decisions are 
“final” and irrevocable, he added. 


® He warned that an injunction 
would also deprive former Curtis 
advertisers from reaching with any 
certainty, through magazine media, 
the audience previously available 
through Better Farming. 

Richard J. Babcock, Farm Jour- 
nal president, in his answering af- 
fidavit, detailed all the steps taken 
by his company to satisfy former 
Curtis subscribers. He pointed out 
that he has already made ar- 
rangements with paper suppliers 
for the purchase of paper required 
by Farm Journal for additional 
copies. 

Farm Journal Inc. has proceeded 
so far with the consummation of 
the acquisition agreement that, for 
all practical purposes, it would be 
impossible to return to the situa- 
tion existing on June 6, 1955. 


‘New Yorker’ Adds Office 

The New Yorker, which recently 
opened a new advertising sales of- 
fice in San Francisco (AA, Sept. 
5), has announced it will open a 
new office in Los Angeles Jan. 1. 
Howard Hoover, formerly with 
Blanchard-Nichols, publishers’ 
representative, will manage the 
new office at 633 Shatto Place. 
Blanchard-Nichols, which has 
represented The New Yorker on 
the West Coast for many years, 
will be retained in an advisory and 
consultative capacity, according to 
Richard E. Mann, the publication’s 
new West Coast manager and head 
of the San Francisco office. 


Joyce Names Stockton, West 

Joyce Inc., Pasadena, Cal., a 
division of U. S. Shoe Corp., ma- 
ker of casual footwear, has ap- 
pointed Stockton, West, Burkhart, 
Cincinnati, to handle advertising 
for its women’s footwear. In- 
creased national advertising is 
being planned, according to the 
company. Cye Landy Advertising 
Agency, Columbus, O., formerly 
handled the account. Ross Roy 
Inc., Hollywood, handles the men’s 
shoe division. 


Last Minute News Flashes 


Lowell Becomes Sweet's Catalog Service Ad Head 


New York, Sept. 30—Adkins Lowell, promotion manager of Amer- | 2 
ican Machinist and Product Engineering, McGraw-Hill publications, 


will become advertising manager of Sweet’s Catalog Service on Oct. 
17. He will succeed Garwood R. Wood, who becomes eastern regional 
sales manager, a new position. In addition, George Atherton, former 


district manager, Chicago, will take over the new position of western | 


regional sales manager, and Samuel Marshall, Detroit district manager, 
will become central regional sales manager. 


Calkins & Holden Gets Shotgun Account 


New York, Sept. 30—Savage Arms Corp., Chicopee Falls, Mass., 
has appointed Calkins & Holden to handle advertising for Savage, 


Stevens and Fox rifles and shotguns, effective Nov. 1. Moser & Cotins | 
is the present agency. Gotham Advertising is the agency of record for | 


the company’s refrigeration and lawn mower divisions. 


Foote, Cone & Belding Sells Engraving, Type Shops 


Cuicaco, Sept. 30—Foote, Cone & Belding this week announced the 
sale of its engraving and typographic shops and its foundry to Jahn 
& Ollier Engraving Co., J. M. Bundscho Inc. and Partridge & Ander- 
son Inc., respectively, effective Oct. 1. The facilities were acquired 40 
years ago by Lord & Thomas, FC&B’s predecessor company. 


Frank Brodsky to Gordon Best Co. 


Cuicaco, Sept. 30—Frank R. Brodsky has joined Gordon Best Co., 
Chicago, as a v.p. and account executive. Mr. Brodsky, who formerly 
headed his own agency, was ad manager of Elgin National Watch Co. 
at one time and prior to that was director of advertising and assistant 
sales manager of Pepsodent division, Lever Bros. Co. 


‘Tackle Industry’ to Be Published in January 


New York, Sept. 30—Fisherman’s Press will announce a new pub- 
lication next week, to be known as Tackle Industry. First issue will 
be in January. Details about space rates and personnel will be released 
early in October. Frank Ware, publisher of The Fisherman, is publisher 
of the new publication. 


McKesson & Robbins to Distribute Yule Guide 


New York, Sept. 30—McKesson & Robbins will distribute more than 
7,000,000 copies of its “Drug Store Shoppers Guide” this fall as part 
of its Christmas program. More than half the distribution will be by 
mail and most of the rest through drug outlets. The company will also 
run a contest promotion in connection with the guide which will be 
featured in about 140 newspapers. 


Gediman Returns to Hearst Ad Service 


New York, Sept. 30—H. James Gediman, exec. v.p. of The American 
Weekly and Puck—The Comic Weekly on a loan basis since Dec. 1, 
1951, will return to Hearst Advertising Service on Nov. 1 as assistant 
general manager. He had been with the Hearst service for 25 years. 
Mr. Gediman’s successor at The American Weekly will be named later. 


Kline Joins Ellington; Other Late News 


e William M. Kline has joined Ellington & Co., New York, as an ac- 
count executive. Previously he was director of marketing of Seabrook 
Farms Co. Before that Mr. Kline was with Welch Grape Juice Co. as 
assistant to the v.p. of sales and advertising, and prior to that was a 
v.p. and account executive with Hilton & Riggio. 


® Ken McAllister, formerly v.p. with Sullivan, Stauffer, Colwell & 
Bayles, has rejoined Benton & Bowles, New York, as a v.p. and ac- 
count supervisor. 


® The Phoenix Hosiery Co., Milwaukee, has appointed the Carl S. 
Leeds Co., New York, as the agency for its women’s division. The new 
appointment will bring the women’s and men’s divisions of the hosiery 
manufacturer together into a single agency for the first time in a num- 
ber of years. Hockaday Associates, New York, handled the women’s 
division until Oct. 1 (see Page 31). 


e Carter Products and Anahist (both Ted Bates & Co.) and RCA 
(Kenyon & Eckhardt) are the first advertisers signed for NBC Ra- 
dio’s new nighttime participation plan. Under this plan a sponsor can 
buy as little as a one-minute announcement weekly on three of the 
network’s top shows for about $5,310. Such shows as “Dragnet” and 
“Radio Theater,” which is without a sponsor for the first time in 21 
years, are offered in this “Top Ten Plan.” 


e Procter & Gamble’s Lava soap, gray for more than half a century, 
will change its color to white this fall and will convert to a soap bar 
for general family use. The soap will be packaged in a new “Thermo- 
plastic” wrapper. P&G says the change is a result of extensive sur- 
veys which showed women preferred white soap to gray by 12 to one 
and men by nine to one. 


of that money goes for keeping 
orders and renewals in an ABC- 
|approved manner. 

The Digest, which has applied 
for ABC membership, at first an- 
ticipated its costs in this regard to 


Central Registry 
Asks Publishers to 
Give More Support 


(Continued from Page 1) 
Central Registry story to the Four 
A’s, ANPA, ABC and _ similar 
groups.” He said his organization 
had also neglected keeping its 
name before advertisers and agen- 
cies via news releases in the ad- 
vertising business press. 

The Magazine Publishers Assn. 
also learned that the Reader’s Di- 
gest will spend “well over $500,- 
000” on subscription fulfillment in 
order to meet standards set by the 


Audit Bureau of Circulations. Most 
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be about $50,000. Kent Rhodes, 
production manager, told the fall 
meeting of the MPA that “if ABC 
modified its procedures, not its 
rules, we could save a very fair 
part of that $500,000.” 

Arthur Gray was named to suc- 
ceed the late Gerald H. Smith of 
Street & Smith as a director of the 
association. Mr. Gray was recently 
named president of Street & Smith. 
Richard Babcock, president of 
Farm Journal, was named to suc- 
ceed Graham Patterson. 
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PATENTED BEAUTY—Lanolin Plus Inc., 
Chicago, will break a two-month 
ad drive for “Patented Beauty” 
with this ad in the Oct. 10 issue of 
Life. The ad program will use 
newspapers, Sunday supplements 
and two network tv shows. Dug- 
gan-Phelps Advertising is the 
agency. 


NSGA Plans Biggest 
Christmas Splash; 
11 Pages in ‘SI’ 


Cuicaco, Sept. 28—The National 
Sporting Goods Assn. is planning 
this year the biggest Christmas 
promotion the industry has ever 
had. 

A $50,000, 11-page ati in the Nov. 
21 issue of Sports Illustrated will 
kick off the promotion (AA, Sept. 
26). 

Then the association will send 
out to any jobber or dealer who 
requests it a complete merchandis- 
ing kit built around the ad with 
the theme, “Christmas Parade of 
Sports Gifts.” 

The ad is being paid for by 48 
member manufacturers. Pages 
were divided into six units and 
sold, all but the first page, at $750 
per unit, with a 10% discount for 
a full page. The front page of the 
ad was sold in three units at $1,000 
each. 


® The kit will contain newspaper 
ad mats, tv and radio spots, blow- 
ups of the pages, interior store 
posters, large window backgrounds 
and posters. 

To members only, the association 
is selling a direct mail catalog fea- 
turing any of the 65 items in the 
ad they select. Reprints of the ad 
went out today for members to 
make their selections. 

NSGA also will run the ad in 
its own publication and has been 
boosting the promotion in the Au- 
gust and September issues of 
sporting goods business publica- 
tions. SI has been boosting the pro- 
motion in its “Trade Information 
Bulletin.” 

G. Marvin Shutt, secretary of 
the association, told AA that NSGA 
is planning a similar drive in the 
spring for a Father’s Day promo- 
tion. Grimm & Craigle, Chicago, is 
the agency. 


Toffey Joins Benton & Bowles 

Akin Toffey, formerly advertis- 
ing manager of Pfizer Laboratories 
Division, Charles Pfizer & Co., has 
joined Benton & Bowles, New 
York, as an account executive in 
the professional marketing divi- 
sion. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 


column inch. Regular card discounts, 


EE EG SO TT AT TT, EI RES mea: 


HELP WANTED / 


size and frequency, apply on display. 


HELP WANTED 


Gome and get it! Small, but growing agen- 
cy in desirable downstate Illinois location 
has immediate opening for experienced 
artist and layout man who can produce 
without close supervision. Starting salary | 
from $5,000 to $8,000, depending on ability. | 

Box 7815, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

ADVERTISING COPYWRITER 

Male, age 25-35, agency experience, for 


A well known tire manufacturer offers 
an opportunity for a young man, 30-35, 
with background of experience in retail 
sales promotion and mercnandising. Ap- 
plicant must be creative and have ability 
to write hard selling copy, lay out retail 
newspaper ads, edit house organ, and pre- 
pare sales literature. A busy job with 
plenty opportunity awaits the young man 
who qualifies. Send resume, Box 7821, 


POSITIONS WANTED | 


REPRESENTATIVES WANTED 


INDUSTRIAL ADV. & PROM. MGR. | 
Wants Eastern agcy. or mfgr. job. Now in 
chemicals. Age 31. Married. Salary open. 

Box 7816, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PROMO-PUBLCY—7 yrs exp, excl copy 
bkgrd. DM, publicy campgns in media, 
film fields. Sls pres, dir aids, client svcg. 
Solid retl and fash merch exp. Female, 
NYC area. Box 7813, ADVERTISING AGE | 
430 Lexington Ave. New York 17, N.Y. 


PUBLIC RELATIONS 
Create and develop all phases of publi- | 
city operation with excellence results. 8 
years exp. food and industrial fields. N.Y. 


area. 

Box 7823, ADVERTISING AGE 
480 Lexington Ave. New York 17, N.Y. 
Bookkeeper, full charge, 10 years’ experi- 
ence with magazine publisher. Mature, 
energetic. Starting salary $100. 

Box 7811, ADVERTISING AGE 


| Chicago 2, Ill. 


PUBLISHER’S REPRESENTATIVE for 
California or entire West Coast to repre- 
sent two well-established, successful trade 
magazines with sizeable current billing in 
territory. Must give experience & refer- 
ences in first letter. Be ready for early in- 
terview. 

Box 7798, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Space sales reps wanted for new, annual 
Still open: Minnesota, Wisconsin, Michi- 
gan. Tennessee, Indiana. Write Do-It- 
Yourself Buyers’ Guide, 10 N. Clark St., 


BUSINESS OPPORTUNITIES 
March to advertising success 
In Sanders Dandy ABC 3 
Write good old Sanders 
Geneseo, N. Y. 
MISCELLANEOUS 


PETER FRIES, JR. 
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New Automatic 
Coffee Vendor 
Names Stebbins 


(Continued from Page 2) 
in metropolitan areas, followed by 
industrial and business paper ad- 
vertising. The account will be di- 


,;rected by Hal Stebbins and Bob 


Laws, agency president and v.p. 

The new machine was developed 
and is manufactured by United 
Coffee Corp., Chicago, of which 
Mr. Rosenbaum is president. 


- : ity. Versatile ability, with | ADVERTISING AGE, 200 E. Illinois St., , N.Y. Se ° 

iepacity to turn out volume and retain | Chicago 11, Il = RSD VERTISING wAN =e a Dee Capprigite iilinea Uaiaseds coca this. ver 
’ , ion: - aten Tr 

fresh bright spark. Give full qualifications BARNARD’'S - NATIONWIDE 6 years solid agency and manufacturing | $99 Madison Ave., N.Y. OX 17-1970 , y ’ 


and salary requirements. Samples will be 
turned. 
_ "Box 7820, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING - tage angneny pi 
All types of positions for men and women. 
185 N Wabash FR 2-0115 Chicago 
COPYWRITER 
medium-sized, aggressive 
experience = 
an 


Wanted ae = 
agency. Industria 
Give background, Rang f ens, 
ubmit samples to returned. 
a Box 7814, ADVERTISING AGE 

200 E. llinois St., Chicago 11, Il. 

ALL IS GRIST 
which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 
ADVERTISING SALESMAN 
Established consumer magazine secking 
experienced salesman for important terri- 
torial assignment. Excellent opportunity 
to join capable Chgo staff. Salary, incen- 
tive, other benefits. For interview, give 
full details, including salary. Replies con- 
fidential. 
Box 7822, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


eee 


“Our 45th Year” 
AGCY. COPYWRITER 
$6,500 


Locale: Florida. 4-A agency. Variety 
of accounts, consumer and institut. 
Plan space and collateral campaigns. 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


“ADVERTISING MANAGER” 


Man with creative ability and 
direct mail background wanted 
by fast-growing Milwaukee firm 
with 50 offices in U. S. and abroad. 


Will start as “one-man ——, 
ment” but imited future. Good 


tacted without your permission. 
Interview with qualified man ar- 
ranged in Chicago. 


Box 528, Advertising Age 
200 E. Illinois St. Chicago 11, Ill. 


THE LATEST LINE-UP 


sires to be associated with the best in media. Strong on foods and bever- reviewed; however, a selection has The Midwest’ 
Ace’t Executive .................. $15,000 marketing. ages, but soaked in experience that i BIR CH ¥ 
not yet been made. Salary will be 
Air Lines and Petroleum exp. nec. Box 536 ADVERTISING AGE can work effectively for any con- in th f $10,000. Th . ' outstanding placement 
Aco’t Bxecutive ...............06. 15,000 480 Lexington Ave. New York 17, N.Y. sumer product. Intimate knowledge in e area 0 ’ . e excep- * 


Meats, canned and packaged goods exp. 
Marketing Director $25,000 
Cosmetics, drugs or related exp. 
Merchandising Mer. 20,000 
Heavy exp. foods or related packaged goods 
Merchandising Mer. ............. $15,000 
Good exp. in consumer goods. P.O.P. 


exp. helpful. family, will relocate anywhere that : 

(Fares $15,000 agency with an enviable record for long presents good opportunity. hope you will understand. 

Solid all-around agency exp. client ae — .. gc CEe Sox 582 Advertisina A 

Radio-T/V Writer ............... $20,000 account execu or oma x vertising Age AD 

Top-level exp. in live & filmed top-flight creative service, full co-opera- 200 E. Illinois St. Chicago 11, Tl. Box 534 VERTISING AGE 

programs & commercials. tion in obtaining new business, 4 - 480 Lexington Ave. N.Y. 17, N.Y. 

For these and other advertising and re- ~~ yk, gt ig b A 

lated oe, ~_ AS Write giving name and telephone number. SPACE SALESMAN 
Executive Advertising Consultant Gur ctal Knows of this advertisement, A leading metal-working maga- 
WABASH EMPLOYMENT AGENCY Box 537 Advertising Age zine wants young man with indus- 


202 S. State. St. 


Chicago 4 WAbash 2-5020 


OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
WA 2-2306 202 S. State St. Chicago 


ARTIST, Layout and Finish man for 
growing suburban agency. Opportunity 
to create and produce ads and collateral 
material. Write or phone Wilsen Adv., 
1310 N. Milwaukee Ave., Libertyville, Ill. 
Libertyville 2-4400. 


SPACE SALESMAN 
A well-known farm paper that is recog- 
nized as a leader in its territory has an 
opening for an experienced salesman who 
is seeking a permanent position. The man 
selected will make his headauarters in 
Detroit or Cleveland and will have com- 
plete responsibility for all surrounding 
territory. Must have successful sales rec- 
ord and be acquainted with agencies in 
the territory. State age, experience and 
salary requirements. 
Box 7817, ADVERTISING AGE 

480 Lexington Ave. New York 17, N. Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENT 

209 S. State Ha 7-1991 Chicago 


exp. in creative and managerial positions. | 
Presently employed as assist. ad mer. 
with large co. that distributes consumer 
and industrial products nationally, through 
Hdwre, automotive, tobacco, electrical, etc. 
jobbers. Also chain and dept. stores. 
Good background in direct mail, pkging, | 
campaign planning, catalogs, trade shows, 
intergrating national adv. with sales pro- 
grams and merchandising. Seeking execu- 
tive position as either ad mgr. or account 
man. Copy, layout, production abilities. 
28 yrs. Mature, college. Present salary 
$8000. Prefer New York, but open to offer. 
Box 7819, ADVERTISING AGE 
480 Lexington Ave. New York 17, N.Y. 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


Rapidly growing midwest manufacturing 
company wants Sales Promotion Manager 
experienced in Farm and Dairy industry. 
Write full details personal background, 
training, experience, give references. Send 
snapshot taken in last year. Write Farm- 
er Feeder Co., Inc., Box 87, Cambridge 
City, Indiana. 


Publisher’s Representative wanted in New 
England for 2 industrial business papers. 
Box 7812, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


COPY CONTACT 
Agency on the way up seeks young man 
(25-35) going in same direction. We need 
a man who's proven his worth in copy, 
and now wants more responsibilities in 
planning and contact. The opportunity is 
big, the environment is excellent, the 
salary is open. Please give complete re- 
sume. Box 7818, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ART DIRECTOR—Layout man—must be able to 
roduce exceptionally fast, brisk and excel- 
ent layout Lee gt en | fast, brisk and 
excellent layout renderings. Fine opportunity 
in solid, expanding agency located in New 
Jersey just minutes from Manhattan. (We all 


New York 17, N. ¥ 


MARKET RESEARCH ANALYST 


Newly created position for recent market- 
ing graduate interested in developing 
within the framework of one of the na- 
tions most renowned marketing programs. 
Must show interest & training in market- 
ing & research & have potential to grow 
to take on major responsibilities. This ex- 
ceptional opportunity is for you who de- 


Unlimited Opportunity 
for Account Executive 


Old established, well recognized Chicago 


200 E. Illinois Street Chicago 11, Il. 


TO P.O.P, PRODUCERS 
Sales promotion manager in liquor 
industry 20 years seeks = 
with a producer of P.O.P. ee. 
etc. Knows what will sell. Has 
contacts. 

Box 535 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


SALESMANAGER or Slsmn., in 
right spot. Southwest preferred. 
National sls. mgr. of nationwide 
advertising firm at present. Ver- 
satile—energetic—with hair. 

Box 538 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


WA NTE D SEVERAL YOUNG MEN 


WITH EYES ON THE FUTURE 


Opportunities such as this don’ 


t come often! One of the nation's 


CANADA’S BEST MAILING LIST 
250,000 live names on Elliott stencils 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 


Top quality technical illustrator and re- 
toucher desires free lance artwork assign- 


| ments, catalogs, manuals, perspectives in 


color, black & white and line. 
A .C. Ullrich Rte 3 
McHenry, Ill. 


Box 459 
Ph. ME 9-6348 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
167 N. LASALLE, CHICAGO 2, ILLINOIS 


COMMERCIAL 
INDUSTRIAL 


PUBLICITY 
CONVENTION 


Ay URESe Eee 4 
( DOUG SMITH, INC. 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


Available Oct. 1st 


Can offer long record of achieve- 
ment as Advertising & Merchandis- 
6 Director for multi-million dollar 
Mfr. with budgets to $1,800,000 an- 
nually, plus agency creative contact 
experience on prominent label foods 
& beverages. Top references will 
assure ability to plan and coordinate 
heavy promotion schedule with broad 
experience in producing copy for all 


of merchandising and P.O.P. sources 
& production methods will save em- 
ployer many dollars in needless ex- 
perimentation. Desire position with 
aggressive Mfr. or agency with sal- 
ary range $12,000 to $15,000. Age 36. 


“Real Comer’ 


age of 28 to 30 has established 
himself as a “real comer” in the 
field of marketing. If you are this 
person and have experience in 
agency or company consumer ad- 
vertising you might do well to in- 
vestigate this opportunity. Résu- 
més of outstanding men have 
been received and are now being 


tional man will find this an excep- 
tional opportunity. In order to 
maintain the prestige this position 
demands we do not want to reveal 
our identity until we are sure 
there is some mutual interest. We 


Got a 


eTINKER 


in storage? 


are now in operation through In- 
terstate subsidiaries in industrial 
plants, including Ansco, Lockheed, 
Goodrich, Firestone, American Can 
and Sears, Roebuck. New Perk-O- 
Fresh operating bases are now be- 
ing formed in New York, Buffalo 
and Binghamton. 


® “The demand for freshly perco- 
lated coffee is unbelievably great,” 
Mr. Wolff reported in announcing 
the advertising and expansion 
plans. “Americans are great coffee 
connoisseurs and drink more coffee 
than the people of any other coun- 
try in the world. 

“But we are finding that many 
people will tolerate vended coffee 
made from concentrated powders 
or syrups only when they can’t get 
the real thing.” 


Hertz Provides Diners’ Club 
Credit; Buys Three Companies 


Hertz Rent-A-Car System has 
made an arrangement with the 
Diners’ Club to provide car rental 
credit accommodations to holders 
of Diners’ Club cards. The charge 
privilege is being extended to the 
200,000 holders of Diners’ cards at 
more than 900 Heriz rental offices 
in 600 cities. 

Hertz also has announced that 
Hertz Corp., parent company of 
the system, will purchase two New 
York truck leasing companies and 


" . like the country). Variety of National and . e e 
starting salary. Sell yourself in International accounts provides continual in- , will conduct a test operation in the 
letter, giving age, education, _ Bien: bonusy pension and~ insurance plans. TOP LEVEL ADVERTISING & = a recent pan Mo Bn ty chauffeured livery service business. 
erences, etc. Strictly confidential. rite with full’ résumé and salary require: or a young - - 

Your references will not be con- ADVERTISING "AGE, 480° Lexington Ave., MERCHANDISING EXECUTIVE TISING MANAGER who at the ||/" another transaction, Hertz has 


purchased Beverly Hills Auto 
Rental & Motor Livery, which con- 
ducts auto rental, limousine livery 
ana garage operations in the Bev- 
erly Hills Hotel, Los Angeles. 


service for Adv. - Art & 
allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


Executive 


Placement 
Counselors 


trial advertising or agency expe- 
rience. Chicago territory. Salary 
and commission. 

Box 530 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


ADVERTISING 


4 big consumer magazine publishers is looking for several young So _———S —_—- a UNUSUAL OPPORTUNITY 
Se eal : nsive uy—boys in the de - 
‘ men for its field marketing staff. to me couldn’t Siem without ite-but FOR SPACE SALESMEN 
; ness experien ferably i | id be helpful. Th ill room a month later. Nation’s leading national business 
eile. perience, pretera Y in sales, would elptul. they wi Let’s face it: storage room isn’t papers to cover Chicago & the 
ia be on the road most of the time calling on distributors, jobbers, and : : free, depreciation is ticking away, and Mid-West, working out of our 
Py dealers. Stinker is costing you dough where he is. Chicago office. 
There’s an active market in used ye ne Tonge age equip- Will start you on a substantial 
The experience gained in this distribution-level contact forms ment, production equipment, business machines, desks, office files. straight salary, turn over a 


healthy volume of active business 
to you and put you on a straight 
commission after one year. 

The potential is limited only by 
your own ability!! The men we 
are looking for are ambitious, ag- 
gressive, informed and hard work- 
ing. Write & tell us if you are one 
of them. Box 743, Realservice, 110 
West 34th St., N.Y.C. 


visual and audio machines, etc.—and one of the most popular spots 
visited by people with buying power is the classified page in 
Advertising Age. 

Going to some 31,000 offices, plants, and homes of advertising 
and marketing executives, chances are that an ad under AA’s Used 
Equi ment Section will rag BP een more buyers than you can 
satisfy. AA's closing date is Wednesday noon, five days preceding 
publication every Monday. 


Advertising Age 


an excellent background for many different marketing careers 
including other branches of our own advertising sales department. 


Write in confidence, tell us about your background, experience, 
and references. We would appreciate as much information as pos- 
sible. If you are the man, we want to know it. Box 531, Advertising 
Age, 480 Lexington Ave., New York 17, N. Y. 
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200 E. Illinois St., Chicago 11 
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Hal Kanter and Foote, Cone Schedule More} 
‘Underwhelming Integration’ on Gobel Show 


(Continued from Page 2) 

Another time, Gobel followed 
the announcement of an oil well 
giveaway contest by warning that 
“not everybody’s going to win one 
of them oil wells.” This and other 
ribs jacked interest in the contest 
so much that this season Dial will 
hold another one, giving the co- 
median another field for low- 
pressure digs. 

“Integration” got started on the 
Gobel show last year without too 
much concern for the needs of the 
sponsor, according to Hal Kanter. 
“The original premise I had on 
building up to commercials was 
not so much to help the client as 
to improve the show,” he told AA. 


a “I felt it would smooth out the 
program and give us the easy, 
‘hydramatic’ pace we wanted,” he 
said. “But then we all discovered 
that after Georgie had said some- 
thing about the product, people 
felt really obligated to wait and 
hear what his sponsor had to say.” 

According to Mr. Kanter and his 
agency co-workers, integration on 
the show this year will be still 


‘Simpson made any plea for ex- 


closer, but mostly as a result of a| 
firmer “feel” of each other’s op- 
erations—there will be no standing | 
committee on integration. | 

One improvement over last year 
will be that the program end will | 
see complete films of all commer-| 
cials in advance of preparing the | 
script—instead of having to “inte-| 
grate” from a mere commercial | 
schedule. Presumably, the com- 
mercials themselves will be more 
Gobel-like, too. 

“Last year, the show hadn’t even 
evolved when we prepared the 
commercials,” Mr. Simpson pointed 
out. “We knew Gobel was a funny 
man, and that’s all we knew.” 


s Then also, Mr. Kanter thinks he 
can do better after a day spent in 
studying the rest of Dial’s adver- 
tising program. 

“We can do things now in the 
body of the show that will refer, 
say, to a piece of advertising in a 
weekly magazine, and which we'll 
know the audience will recognize,” 
he explained. 


Neither Mr. Kanter nor Mr. 


IT TAKES 


BIG FARMING 


TO MAKE 
BIG FARMERS 


This is the land of tall silos, shin- 
ing bins, well-kept barns, grain 
fields stretching as far as the 
eye can see. Here in CAPPER’S 
FARMER territory, are big fami- 
lies with clear-eyed healthy 
children—America’s largest, 
most productive farms—with big 
needs now and for the future. 
For your products, your services, 


this is a dynamic, ever-growing 
market! 

Cappers 
Topeka AVMEL * 00 


GORDON S. MILLER has been named a 
v.p. of Grant Advertising, Detroit. 
He will serve as an account ex- 
ecutive on the Electric Auto-Lite 
Co. account. Mr. Miller formerly 
was a v.p. and account executive 
with Ruthrauff & Ryan, Detroit, 
which preceded Grant as agency on 
the Auto-Lite account (AA, July 
25). 


tending the integration concept, 
for several reasons. Aside from the 
highly important matter of the 
program star’s personality, there 
are such special tv problems as 
multiple sponsorship and “residual 
rights”—the fact that a packager 
may want to re-run a certain show 
for other sponsors after a few 
years. 


sw Still another problem, it was 
said, is that many shows are done 
on a free-lance basis, with no 
over-all writer-producer who can 
integrate spots. “Hal is one of the 
few writer-producers of a top tv 
show today,” said Mr. Simpson. 

From his own special position on 
the Gobel show, though, Hal Kan- 
ter had no disturbing doubts. “It’s 
time the creative and commercial 
aspects of tv shows were coordi- 
nated,” he said, and added: 

“If I’m to function as a television 
writer and producer, I’ve got to 
find out about how the sponsor end 
works—and how you sell things to 
people.” 


Struthers Promotes Hanson 

George E. Hanson, formerly an 
account executive with Alex 
Struthers & Co., Las Vegas, has 
been named manager of a new 
Struthers office in Phoenix. Mr. 
Hanson was with KPHO-TV, 
Phoenix, KLAS-TV, Las Vegas, 
and KMTV, Omaha, before join- 
ing Struthers. 


‘Chicago’ Adds 3 Salesmen 


Chicago has appointed William 
Desmond, Robert Glacier and Fred 
Brody to its sales staff. The mag- 
azine also has appointed Vincent 
Purcell its representative in De- 
troit. 


The Canadian Reflection 
through the pages of 


Che London 


Western Ontarios Foriemvest Meurpaper 


CANADA'S NO.1 TEST NEWSPAPER 


As London goes, so goes Canada, and most Canadian advertising agencies 
choose the economical pages of the London Free Press—a single newspaper buy in 
Canada's Top Test Market—to test their clients’ campaigns. 

Let the cooperative staff of the London Free Press aid in the planning of 
tie-in dealer advertising, sales promotion support, stock checks, etc. The results achieved 
will be your economical guide to your National Advertising. 


FOR TEST OR NATIONAL CAMPAIGN 


USE 


Ontario's Largest Daily Newspaper Circulation Outside Toronto—94,437 


Hiree Press 


More 
design 
engineers 


read 


MACHINE DESIGN 


than 
any other 
design 


publication 


The man from MACHINE DESIGN has interesting facts about 
this publication’s more than 100,000 design-engineer 
readers . . . and the unique readership which MACHINE 
DESIGN obtains, MACHINE DESIGN is clearly your basic 
design publication if you want highest readership among 
the most design engineers . . . wherever the design-engi- 
neering function exists, 
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than any other newspaper 


Housewives of Greater Philadelphia spend a 
lot of money — $1,400,000,000 a year on food 
alone! To reach them with your sales mes- 
sage, use their favorite newspaper—The 
Evening* and Sunday Bulletin. 


Philadelphia families read and enjoy The 
Bulletin. And they’re enthusiastic about 
The Sunday Bulletin and its new look. 


With 10 separate sections and R.O.P. edi- 
torial and advertising color, the bright, easy- 


*Largest evening newspaper in America 


to-read Sunday Bulletin is now published 
on new presses, in new type, in the most 
modern newspaper plant in the world. 


In Greater Philadelphia, your sales story 
goes home to more families every seven days 
in The Bulletin . . . their favorite newspaper. 


Philadelphians buy The Bulletin, read it, 


trust it and respond to the advertising in it. 


The Bulletin is Philadelphia. 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 
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